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 Abstract 
Green marketing endeavours to encourage the purchase and consumption of 
environmentally friendly products and services. As knowledge and concerns 
regarding the environment have increased, green marketing has become an important 
phenomenon throughout the world. The primary objectives of this research were to 
address a number of limitations identified in the literature on green marketing and 
green consumption behaviours. These limitations were identified as: limited 
understanding about how green consumers interpret or make sense of their green 
consumption behaviour in their everyday lives; what motivates people to purchase 
green products, and what barriers exist to this behaviour. A further limitation in the 
literature was identified in terms of methodological approaches to research in the 
areas of interest in this thesis in that quantitative research predominates. In so doing, 
the research provides a holistic investigation into consumers’ perceptions, attitudes 
and behaviours in order to discover how firms’ green marketing initiatives influence 
green consumption. However, enhancing more green consumption through green 
marketing can depend upon consumers’ enthusiasm to engage in green consumption 
practices. As the analyses component of this thesis relates to the interrelationships 
between green marketing and green consumption practices, this research applied 
Shove and Pantzar’s (2005) social practice theory framework to address the 
overarching research question relating to consumers’ perceptions and attitudes 
towards firms’ green marketing initiatives and how they influence green 
consumption. To address this overarching research question, five subordinate 
research questions were addressed:  
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 • How do consumers interpret firms’ green credentials and their green 
marketing communications? 
•  How do consumers interpret their green consumption efforts in their 
everyday lives?  
• What motivates consumers to purchase green products or services? 
• What social influences reflect consumers’ consumption of green products 
or services?  
• What barriers impact consumers’ consumption of green products or 
services?  
A research design using qualitative methodology was used through 20 semi-
structured interviews. The sample included participants from the cohorts Generation 
Y, Generation X, Baby Boomers, and the Grey Market. The use of a sample of 
participants from different generational cohorts aids in covering a range of views and 
behaviours. The use of social practice theory directs research attention towards the 
practical accomplishment or ‘doing’ of everyday practices (Hargreaves, 2011, p.84). 
Accordingly, it implies the use of methodological techniques capable of 
understanding what actually happens in the performance of practice, rather than 
relying solely on the results of quantitative results, such as questionnaire surveys 
(Hargreaves, 2011). Thematic analysis was used in this thesis to identify, analyse, 
and report patterns or themes that emerged from the data through the social practice 
theory framework to determine a range of practices arising from consumers engaging 
with firm’s green marketing communications and their influence on green 
consumption behaviour. Shove and Panzar (2005) proposed that practices are made 
up of images (meanings and symbols), skills (forms of knowledge, procedures), and 
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 stuff (materials, technology). These three dimensions of social practice theory 
derived a number of consumer practices to address each of the five subordinate 
research questions in response to green marketing, green consumption, and 
additional practices that arose during the interviews.   
The findings indicate that regardless of age, consumers are attempting to seek 
recognisable certifications and symbols to assist them with interpreting which 
products are green. This research found that across all ages consumers are attempting 
to seek information regarding products through product labels in their green 
shopping behaviours. Moreover, this research found that green marketing 
communications towards the younger consumers should include emotional 
connotations to effectively reach these consumers. The older consumers require more 
information than is currently provided to reduce their scepticism about green 
marketing communications.  
This research found that younger consumers have been the first to experience 
any sort of green practices taught at school, and young consumers are currently 
observing their children being encouraged to participate in green practices. 
Therefore, this research found that influences in green behaviours may be 
generational, in that variations in green behaviours will occur over a period of time. 
In addition, the findings indicate that if green practices were consistently and 
proactively introduced in workplaces throughout Australia, consumers could be more 
likely to become knowledgeable green consumption practitioners. This may motivate 
consumers to perform green practices holistically, and in turn they may be more 
likely to purchase green products to service these practices. It was also found that 
government initiated social marketing programs could be important influences 
regarding the consumption of green products and services. A social marketing 
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 campaign would also benefit from the inclusion of an interactive green App to assist 
with influencing behaviours.  
This research provides both methodological and theoretical contributions to 
current knowledge in the marketing discipline by examining the ways in which 
consumers’ identify green marketing and green consumptions through their everyday 
behaviours. In so doing,  the findings in the thesis address calls for further research 
into green marketing and the task of generating more green consumption behaviours 
(Hargreaves, 2011; Taylor, 2015). The research supports the ongoing need for 
qualitative research to provide rich insights into relationships between consumer 
behaviour, green marketing and green consumption. In addition, this research 
contributes to building a stronger knowledge foundation by introducing social 
practice theory into the marketing discipline. This research contributes to knowledge, 
not only by discovering limitations in the literature, but also by presenting 
opportunities to build knowledge and to further green marketing and green 
consumptions literature in a unique way. 
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 Chapter 1: Introduction 
1.1 INTRODUCTION 
Green marketing endeavours to encourage the purchase and consumption of 
environmentally friendly products and services. However, green marketing differs 
from other marketing strategies as it also endeavours to encourage preservation of 
the environment (Grewal & Levy, 2008; Mansvelt, 2011; Polonsky, 2011). As 
knowledge and concerns regarding the environment have increased in the past few 
decades, green marketing has become an important phenomenon throughout the 
world (Polonsky, 2011; Grimmer & Woolley, 2014). Firms in almost every industry 
are marketing their green initiatives or the green attributes of their products and 
services at every opportunity (Biel & Grankvist 2010; D’Souza, Taghian, Lamb, & 
Peretiatkos, 2006; Phau & Ong 2007; Polonsky, 2011). Therefore, this thesis 
examines consumers’ perceptions and attitudes towards the green marketing 
initiatives that firms are offering and how they may be influencing green 
consumption.  
However, enhancing more green consumption through green marketing can 
depend upon consumers’ enthusiasm to engage in green consumption practices. This 
thesis focuses on the interrelationships between green marketing and green 
consumption practices, including the consideration of particular domains of everyday 
life as the arenas in which to research green consumption practices. This research 
aims to contribute to theory and practice in green marketing and green consumption 
through the integration of social practice theory. This thesis argues that significant 
challenges are posed by environmental change, and that a sophisticated 
understanding of social life and green consumption influences is needed, most likely 
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 through the purchase and use of green products and services. If green consumption 
behaviours are to be influenced at the rate they are needed, it is conceivable that 
conventional marketing models of individual behavioural influence may need to be 
abandoned. In their place, greater research attention needs to be paid to the complex 
task of generating more green consumption practices, an effort this research has 
attempted to begin.  
The purpose of this chapter is to introduce the program of research contained in 
this thesis and proceeds as follows. Section 1.2 discusses the background to the 
research issues to be examined. Section 1.3 outlines the objectives of the research. 
Section 1.4 discusses the methodological approach taken. Section 1.5 provides the 
justification for undertaking the research by identifying how the research will 
contribute to theory and practice, and Section 1.6 sets out the scope of the research 
and the limitations. Section 1.7 briefly summarises the chapters in the thesis, with 
Section 1.8 concluding the chapter.  
1.2 BACKGROUND 
Literature has concluded that sustainability will become the 21st century 
business philosophy if the focus on environment preservation and a fair quality of 
life is maintained (Danciu, 2012). Environmental sustainability demands more than 
increased eco-efficiency by firms’ technological development, it also requires an 
increase in consumers’ green consumption behaviours (Peattie, 2010). Early 
academic treatments of green marketing spoke of the rapid increase in green 
consumerism at the time as heralding a dramatic and inevitable shift in consumption 
towards greener products (Prothero, 1990; Vandermerwe & Oliff, 1990). Green 
product introductions in the United States (US) more than doubled to 11.4 per cent of 
all new household products between 1989 and 1990, and continued to grow to 13.4 
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 per cent in 1991 (Ottman, 1993). Similarly, the volume of green print ads grew by 
430 per cent and that of green TV ads by 367 per cent between 1989 and 1990 
(Ottman, 1993). Like any new marketing phenomena, it was soon the subject of a 
great deal of market research (Peattie & Crane, 2005). The initial marketing research 
that focused on purchase activities and green consumption was complemented by 
research from fields such as industrial ecology and sociology, providing a more 
holistic picture of green consumption as a process (Peattie, 2010). Green marketing 
research efforts have sought to identify, analyse, and understand the green consumer 
(Peattie, 2010). 
Green consumption emerged in marketing literature through Fisk’s (1974) 
theory of responsible consumption, Henion and Kinnear’s (1976) concept of 
ecological marketing, and Kardash’s (1976) notion of the ecologically concerned 
consumer. Initially, research focused on energy use and pollution issues relevant to a 
narrow range of industries, including automobiles, oil, and chemicals. However, the 
emerging picture of green consumption is of a process that is strongly influenced by 
consumer values, norms, and habits (Peattie, 2010). The importance of green 
consumption is widely acknowledged in the literature (Clark, 2007; Nash, 2009; 
Tukker, Sto, & Vezzoli, 2008; Van Dam & Trijp, 2011: Wells & Seitz, 2005). 
However, there is limited research available into how far individual firms are 
actually able to influence green consumption behaviour with their green marketing 
(Málovics, Csigéné, & Kraus, 2008).  
1.3 RESEARCH OBJECTIVES 
The primary objectives of this research were to address the limitation in the 
literature by providing an investigation into consumer perceptions and attitudes in 
order to discover how firms’ green marketing initiatives influence green 
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 consumption. By addressing this micro-level objective, this research builds a 
foundation for future research into green marketing that could be more successful in 
influencing green consumption behaviours. Therefore, more research will assist with 
influencing green consumption behaviours at a meso level if this area is fully 
researched and understood, and improve environmental preservation and 
sustainability at a macro level. However, it is recognised that firms may drive 
behaviour, thus it is not quite so clear cut. Figure 1.1 visually represents the 
objectives and research focus. 
                            
Figure 1.1 Research Objectives 
 
Research Questions 
The overarching research question is: Consumers’ perceptions and attitudes 
towards firms’ green marketing initiatives: How do they influence green 
consumption? To meet the objectives, the specific questions that follow were raised 
through the literature review: 
1 
2 
3 
←  Research 
Focus 
Macro Level:                        
Improve environmental   
preservation and 
sustainability 
 
Meso Level: Green 
consumption 
behaviour influences 
are needed 
 
Micro Level: How firms’ 
green marketing initiatives 
influence green 
consumption 
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 1. How do consumers interpret firms’ green credentials and their green 
marketing communications?  
2. How do consumers interpret their green consumption efforts in their 
everyday lives? 
3. What motivates consumers to purchase green products or services? 
4. What social influences reflect consumers’ consumption of green products 
or services? 
5. What barriers impact consumers’ consumption of green products or 
services? 
1.4 METHODOLOGICAL APPROACH 
In line with the realist perspective, this research adopted a qualitative research 
methodology (Sobh & Perry, 2006) as it was noted in Chapter Two that there was a 
predominance of qualitative research in the literature. Qualitative research on the 
topics of interest was much harder to find. Social practice theory is essentially a 
qualitative methodology that focuses on every day social practices that surround 
consumption situations, rather than a focus on what underlies consumers’ decision 
making. Social practice theory formed the methodological framework for the 
research in this thesis to address the research questions posed in the literature review. 
A qualitative methodology can play an important role in discovering new variables 
and relationships, uncovering complex phenomena, and a better understanding of the 
influence of the social context (Birkinshaw, Brannen, & Tung, 2011; Miles & 
Huberman, 1994; Shah & Corley, 2006). The intent for this study was to make sense 
of the meanings described by the participants in order to inductively develop a 
pattern of meaning, interpret that meaning, and identify their socially constructed 
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 nature of reality. As the primary aim of this research was to examine the 
phenomenon of green marketing and green consumption behaviour, the qualitative 
approach was deemed the most appropriate approach. It is a credible research method 
and is consistent with realists’ epistemology. Moreover, the method selected 
provides contextual information and rich insight into individuals’ behaviour (Guba & 
Lincoln, 1994). Consistent with a phenomenological research design strategy, in-
depth interviews were used to collect the data. The interview research method is well 
matched to this study. 
The sampling frame for this study was Australian consumers residing in South 
East Queensland. The sample frame included participants from the consumer cohorts 
of Generation Y, Generation X, Baby Boomers, and the Grey Market. The use of 
different aged consumers in this study is a well-justified sample frame consideration, 
as cohorts share a common social, technological, political, historical, and economic 
environment (Duh & Struwig, 2015). The events from these environments are 
referred to as defining moments and influence people’s values, beliefs, preferences, 
purchase behaviour, and consumption in ways that remain with them for their entire 
lifetime (Williams, Page, Petrosky, & Hernandez, 2010). Therefore, the use of a 
sample of participants from different generational cohorts aids in covering a range of 
views and behaviours. 
1.5 JUSTIFICATION FOR THE RESEARCH THROUGH 
CONTRIBUTIONS TO THEORY AND PRACTICE 
This study contributes to theory and practice in green marketing and green 
consumption by revealing the interrelationships between green marketing and green 
consumption practices, including the consideration of domains of everyday life as the 
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 arena in which to study the performances and negotiation of green consumption 
practices. 
1.5.1 Contributions to Research and Theory 
The research supports the ongoing need for qualitative research to provide rich 
insights into the relationships between consumer behaviour, green marketing, and 
green consumption. As such, the findings provide rich insights into the often 
complex and dynamic interactions that consumers experience between green 
marketing and green consumption behaviour to lead to purchasing environmentally 
friendly products. By using qualitative methodology, the findings in this thesis 
contribute to research knowledge by providing a depth of understanding that 
demonstrates the importance of understanding underlying meanings of consumers’ 
green behaviours and consumption patterns in the complexities of everyday living. 
The research in this thesis contributes to building a stronger knowledge 
foundation by introducing social practice theory into the marketing discipline. Social 
practice theory is essentially a qualitative methodology that focuses on every day 
social practices that surround consumption situations. This research contributes to 
knowledge, not only by discovering limitations in the literature, but also by 
presenting opportunities to build knowledge and to further green marketing and 
green consumption literature in a unique way. 
1.5.2 Contributions to Marketing Practice 
This study has implications for developing strategies for green marketing. This 
study outlines further practical implications for marketing professionals, and has 
identified which generational consumers would engage in these green marketing 
strategies. The marketing mix is crucial when determining marketing strategies that 
will motivate the consumer to purchase products or services. Correctly targeted 
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 marketing strategies can have a profound effect on consumer motivation and in turn 
can increase consumers’ engagement in green practices. Contributions to practice 
include the need to set industry standards for green symbols, and that the messages 
firms are sending on their product labelling may not be engaging and informing the 
consumer in a way that they can interpret. Moreover, there are opportunities for 
marketers to develop mobile marketing strategies, and the use of electronic word of 
mouth in green marketing would assist with enhancing the social influences that 
consumers are engaging in. In addition, the government could carry out an effective 
green social marketing program. Through this development, social practice theory 
could be used in the understanding and evaluation of much of the consumer-oriented 
marketing campaigns and information dissemination to influence people to revise 
their non-green habits.   
1.6 SCOPE OF THE RESEARCH AND LIMITATIONS 
The overarching research question focused on consumers’ perceptions and 
attitudes towards firms’ green marketing initiatives: How do they influence green 
consumption? Therefore the following sections set the scope of the research that was 
undertaken, as well as defining the major concepts used in this study. 
1.6.1 Green Marketing  
The first part of the literature review focuses on firms green marketing 
initiatives and discusses research on green marketing, in particular branding green 
marketing communications. The definition provided by Grewal and Levy (2008) is 
that green marketing is a strategic effort made by firms to provide consumers with 
environment-friendly (i.e. eco-friendly or green) merchandise, that is, products and 
services. Mansvelt (2011) defined green marketing as an emerging advanced system 
of advertising and labelling of products and services that are advertised by claims of 
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 either reduced or abolished negative effects in the environment. Literature has 
defined green marketing using a range of terms, for example, green marketing 
(Polonsky, 2011), ecological marketing (Deshwal, 2012), and environmental 
marketing (Leonidou & Leonidou, 2011). Green marketing incorporates much of the 
traditional components of conventional marketing and also includes the protection of 
the natural environment (Lu, Bock, & Joseph, 2013). Although there are a variety of 
definitions of green marketing, they are not necessarily competing, as they all have a 
common focus on the exchange process (i.e. choices and decisions), with a condition 
that such an exchange minimises environmental harm (Polonsky, 2011). All green 
marketing activities should be designed to generate and facilitate any exchanges 
intended to satisfy human needs and wants, with minimal detrimental impact on the 
natural environment (Polonsky, 1994; Polonsky, 2011). 
1.6.2 Green Consumption  
The second part of the literature review focuses on developing an 
understanding of the notion of green consumption. A classic definition of green 
consumption by Henion and Kinnear (1976) described environmentally concerned 
consumers as people whose behaviour exhibits and reflects a relatively consistent 
and conscious concern for the environmental consequences related to the purchase, 
ownership, use, or disposal of particular products or services. The widely cited 
research by Moisander (2007) defined green consumption as being a socially 
conscious consumer that characteristically also takes into account the public 
consequences of his or her private consumption behaviours and attempts to use his or 
her purchasing power to bring about environmental change. Noonan and Coleman 
(2013) defined green consumption as “a buyer with motivations and preferences that 
are aligned with environmentally conscious products and business efforts” (p.20). 
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 This definition is congruent with the green consumption definitions provided here, in 
that they all support the influence of environmental concerns on consumer behaviour 
and awareness about environmental impacts. 
1.6.3  Green Purchase Behaviour 
 Part of the literature review focuses on green purchase behaviour, including 
areas such as beliefs (Anastasios & Anastasios, 2014; Bamberg, 2003 ; De Groot & 
Steg, 2007; Mostafa, 2007), environmental knowledge (Mostafa, 2007; Tanner, 
Kaiser, & Kast, 2004; Tilikidou & Delistavrou, 2008), intentions to purchase and 
decision making (Peattie & Crane, 2005; Rosenbaum & Wong, 2015), and social 
influences, such as self-image (Lee, 2008; Lin & Huang, 2012), reference groups 
(Pickett-Baker & Ozaki, 2008; Wahid, Rahbar, & Shyan, 2011), and demographics 
(Phuah, Rezai, Zainalabindin, & Shamsudin, 2012). Green purchase behaviour is 
defined in the literature by consumer interest in environmental issues as 
demonstrated by an increasing: (a) involvement in environmental-caring activities, 
such as recycling and energy saving; (b) reliance of purchasing decisions on 
environmental-related issues, such as biodegradable and organically grown products; 
(c) willingness to pay higher prices for acquiring environmentally friendly goods; 
and (d) tendency to travel to non-traditional distribution outlets, such as organic food 
sellers, to purchase green products (Leonidou, Leonidou, & Kvasova, 2010; Mostafa, 
2007). The impact of consumers’ perceptions towards going green is important, as 
their green behaviour influences them to seek products and services that help to save 
the environment (Chen & Chang, 2012).  
1.6.4 Limitations  
Although this thesis contributes to green marketing and green consumption 
theory and practice, the research design contains inherent limitations. Regarding the 
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 credibility of the findings, this study does not claim to represent the views of all 
consumers throughout South East Queensland; results from larger national and 
international studies might differ, wholly or in part. It is important to reiterate that 
due to the nature of this qualitative research, these findings may not be generalisable 
to other contexts. These findings are relevant to the specific context of green 
marketing, green consumption, and the time the research was collected.  
However, in order to address the limitations, this research incorporates 
measures that respond directly to the issues of reliability and validity in this 
qualitative study (Shenton, 2014). Four criteria were considered to ensure reliability 
and validity. Trustworthiness in this interpretive research was ensured by attending 
to four criteria: credibility, transferability, dependability, and confirmability (Lincoln 
& Guba, 1985). These four criteria are discussed in detail in Chapter Three. 
Moreover, although this research uses Shove and Pantzar’s (2005) approach to social 
practice theory, there may be other approaches that could also provide richer insights 
into the topic of research, for example, Warde (2005), Reckwitz (2002), or Sahakian 
and Wilhite (2014). 
1.7 THESIS STRUCTURE 
This thesis contains five chapters, as summarised briefly in this section. 
Chapter One introduces the program of research undertaken and gives an 
overview of the thesis, including the objectives and contributions to theory and 
practice. 
Chapter Two presents an outline of the relevant literature discussed within this 
research. 
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 Chapter Three presents the methodological framework used to carry out the 
research processes, thereby meeting the objectives of the study. The chapter justifies 
the correctness of the method chosen for the study and presents discussions on the 
research design, characteristics of the sample, the data collection procedures, and 
analysis method.  
Chapter Four presents the findings of the study with their corresponding 
discussions. The findings of this research have been categorised into themes within a 
social practices framework and are presented as separate sections within this chapter. 
Each of these themes relate to the five research questions. 
Chapter Five presents the conclusions and implications drawn from all of the 
gathered and interpreted data. The chapter also discusses how the research outcomes 
contribute to theory and practice. In addition, the limitations of the study, some 
threats to validity and reliability, and recommendations for future research are 
included.  
Figure 1.2 illustrates the implications of this research presented as outcomes of 
informing, facilitating, and answering the overarching research question.    
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Figure 1.2 Conceptual Thesis Structure 
 
1.8 CONCLUSION 
Chapter One has served as a general introduction to this thesis by providing the 
background to the research and the issues being addressed. The objectives of the 
research were identified, together with the justification for undertaking this program 
of research by outlining the contributions to theory and practice. A summary of the 
methodology for the research was discussed, the scope and limitations were 
presented, together with an overview of each chapter demonstrating how the thesis 
progresses. 
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 Chapter 2: Literature Review 
2.1 INTRODUCTION 
Chapter One contextualised the research by stating the background to the research area, 
the objectives, methodology, and intended contributions, as well as the scope of the program 
of research. The purpose of Chapter Two is to review the literature in three key areas, green 
marketing, green consumption, and green purchase behaviour, in order to detail the vital 
concepts that attributed to the rationale of this research and to achieve the overarching 
research question, aims, and objectives stated in Chapter One. 
Chapter Two begins with an examination of the background to green marketing and 
green consumption (Section 2.2). The more specific literature on green marketing (Section 
2.3) is then discussed by examining how firms communicate their green initiatives to 
consumers and how consumers receive these green marketing messages. This inclusion helps 
to establish the effectiveness of green marketing to the consumer. Section 2.4 examines green 
consumption by classifying and synthesising the literature and provides a review of what is 
currently understood about green consumption behaviour. Green purchase behaviour is 
discussed in Section 2.5, covering the influences and barriers to green consumption 
behaviour. Section 2.6 provides a discussion of the theoretical perspectives in the literature 
review and identifies the theoretical framework used in this study. Lastly, Section 2.7 
concludes the chapter. 
2.2 BACKGROUND TO GREEN MARKETING AND GREEN CONSUMPTION 
An increasing number of firms are facing pressures (i.e. challenging environmental 
conditions triggered by factors such as climate change or resource scarcity), as well as other 
forces (for example, government policies, lobby groups, industry associations, community 
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 members, and consumers) (Bose & Luo, 2011). Literature on environmental issues indicates 
that a green reputation has a significant impact on the market performance of a firm (Chen & 
Chang, 2013). The firm with a better public image regarding its environmental initiatives 
(Aragón-Correa Hurtado-Torres, Sharma, & Garcia-Morales, 2008; Lee, Kim, & Choi, 2012; 
Zacharia, Nix, & Lusch, 2009) will have a better market performance (Thomas & Suhong, 
2014) and this can lead to a competitive advantage (Bansal & Clelland, 2004; Chen & Chang, 
2013; Darnell, Henriques, & Sadorsky, 2008; Orsato, 2006). In addition to market forces, 
consumers are becoming ever greener and increasingly support sustainable products and 
practices (Bose & Luo, 2011; Dunphy, Griffiths, & Benn, 2007). 
The consumer’s decision to buy environmentally friendly goods or services may 
directly contribute to the reversal of environmental deterioration (Luchs & Swan, 2011). In 
response to this, researchers have proposed that consumers’ knowledge of firms’ 
environmentally sustainable initiatives affects their consumption decisions (Rust & Huang, 
2011; Guerci, Longoni, & Luzzini, 2015). At the same time, the consumer’s selection of 
green products and services may be translated into a powerful incentive for firms to improve 
their environmental performances (Liu, Wang, Shishime, & Fujitsuka, 2012). The 
consumer’s perceptions of the overall image of a firm plays a crucial role in the consumers 
buying behaviours (Chen & Tsai, 2007; Lyn, Morals, Kerstetter, & Hou, 2007; Ryu, Han, & 
Kim, 2007) and firms may be missing green marketing opportunities because the consumer is 
unaware that the firm may be environmentally conscious (Chan, 2014). A green firm should 
be a promoter of the green cause, and identify the demand of already, and potential green 
consumers (Danciu, 2012). As a result of these different forces, firms across the globe have 
begun differentiating their products and services by highlighting their “green” concerns 
(Deshwal, 2012, p.106) and have started utilising a green marketing approach. One way that 
firms can do this is through green marketing communications (Grimmer & Woolley, 2014).  
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 2.3 GREEN MARKETING STRATEGIES 
 Green marketing is a strategic effort made by firms to provide consumers with 
environment-friendly (i.e. eco-friendly or green) products and services that focus on reducing 
or removing negative effects in the environment and the exchange process (i.e. choices and 
decisions), with a condition that such an exchange minimises environmental harm (Grewal & 
Levy, 2008; Mansvelt, 2011; Polonsky, 2011). Green marketing is different from a traditional 
marketing perspective, in that, at present, most marketers focus on meeting human needs 
rather than enhancing humankind’s quality of life and improving the natural environment 
(Polonsky, 2011). Green marketing has evolved over a period of time, throughout the 
eighties, pressure groups such as Greenpeace and Friends of the Earth turned society’s 
attention to the major environmental problems that the earth faces (Kassinis & Vafeas, 2006). 
Worldwide, governments expressed their concern regarding issues such as acid rain, 
depletion of the ozone layer, the conservation of rainforests, air pollution, and water pollution 
(Bose & Luo, 2011; Vos, 2007). Accordingly, as resources are limited and human wants are 
unlimited, it is important for marketers to utilise their resources efficiently without waste, as 
well as to achieve the firms’ objectives (Deshwal, 2012). 
A review of green marketing literature indicates that researchers have focused on 
different aspects, including concepts and approaches (Peattie & Crane, 2005; Rex & 
Baumann, 2007), and the evaluation of green marketing strategies (Rivera-Camino, 2007). 
The literature highlights how green marketing opportunities have been squandered due to the 
inappropriate focus of green marketing activities (Peattie & Crane, 2005). For example, 
firms’ orientations have centred on production, selling, costs, legislation, and public relations, 
whereas the consumer has frequently been of marginal interest. Moreover, firms have 
compartmentalised green marketing rather than developing a holistic perspective that 
embraces all aspects of the product, consumption, and disposal (Peattie & Crane, 2005). 
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 Literature supports this by suggesting that a good grasp of the drivers and components of 
green marketing strategies is a prerequisite to understanding and predicting consumer 
response (Rivera-Camino, 2007). Additionally, green marketing literature has recognised 
elements, including branding and communication messages (Grimmer & Woolley, 2014; 
Pickett-Baker & Ozaki, 2008; Teisl, Roe, & Hicks, 2002; Thogersen, Haugarrd & Olesen, 
2010) and reasons for the lack of green marketing success (Ottman, Stafford, & Hartman, 
2006). A summary of the academic research on green marketing strategies is provided in 
Table 2.1 and discussed as follows. 
Branding techniques and communication messages can help to establish green brands 
and introduce greener patterns of consumption into contemporary lifestyles (Pickett-Baker & 
Ozaki, 2008). This discussion therefore begins by addressing branding and green 
communication messages. Further, the literature examining the lack of green marketing 
success is also included in this section. 
Branding 
In the evaluation of green marketing strategies, it has been found that branding is 
underutilised and Pickett-Baker and Ozaki (2008) suggested that the effective use of branding 
in selling green products and services must be part of a firm’s green marketing strategies. 
Branding assists with the effect of emotion influencing consumers decisions, attitude 
formation, and memory retrieval. Moreover, brands can shift consumer attitudes to more 
sustainable consumption (Bose & Luo, 2011). For example, effective branding for 
environmentally friendly restaurants could convert passive green consumers, who are willing 
to pay premium prices for pro-environmental products and services, to greener consumption 
(Kim, Njite, & Hancer, 2013). Green branding research shows that communication strategies 
should be aimed at associating the brand with a pleasant, emotional imagery of nature, while 
presenting information on environmentally sound product attributes. Information should be 
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 presented succinctly, so as not to interfere with the emotional conditioning effects of the 
advertisement (Hartmann et al., 2005). 
Overall, research shows the importance of green branding strategies in demonstrating 
that results indicate a generally positive influence of green brand positioning on brand 
attitude (Bose & Luo, 2011; Kim et al., 2013; Hartmann et al., 2005; Phau & Ong, 2007; 
Pickett-Baker & Ozaki, 2008; Teisl et al., 2002).  
Communication messages 
Another area of the evaluation of green marketing strategies is communication 
messages. Research shows that consumers search for clues in the communication messages of 
product ranges, for example, whether the company has an environmental corporate image, the 
information on labels, packaging choices, and post-consumption options such as recycling 
(Biel & Grankvist 2010; D’Souza, Taghian, Lamb, & Peretiatkos, 2006; Phau & Ong, 2007; , 
Thogersen, Haugarrd & Olesen, 2010). In this sense, Ferreira, Avila and de Faria (2010), 
Hartmann and Ibanez (2006) and Polonsky (2011) argued that a consumer’s knowledge of a 
firms’ green initiatives, including their environmental performance, could increase the 
perceived value of its products and services. The value is the benefits the consumer believes 
they are earning in exchange for costs (for example, monetary costs in exchange for 
environmental benefits). How this value is understood by consumers will, however, be 
moderated by how any given product or service is positioned, and by what any individual 
consumer responds to in terms of how the “added value” is communicated (Grimmer & 
Woolley, 2014, p.233). Research regarding green marketing communications messages, 
arguably the most important source of information, and its influence on consumer responses 
are limited (Grimmer & Woolley, 2014). 
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 Lack of success 
The lack of green marketing success has also been examined in the literature. 
Researchers have suggested that some of the main reasons for the lack of green marketing 
success are compromises in performance quality for green products, combined with their 
limited availability and higher prices (Gupta & Ogden, 2009; Moisander, 2007), and 
ineffective marketing (Ottman et al., 2006). Even more important is consumers’ distrust of 
green marketing, which is often perceived as deceptive or misleading (Bonini & Oppenheim, 
2008). The problem in extending credibility to a brand is that consumers who are interested in 
green products are generally sceptical of commercial advertisements (Albayrak, Caber, 
Herstein, & Moutinho, 2011; Deshwal, 2012).  
Consumer scepticism is due to factors such as the absence of their own scientific 
knowledge necessary to interpret communication meaning, and in particular, the falsehood 
and exaggeration of communication techniques (Deshwal, 2012). Consumers have become 
disillusioned and firms have become cautious about launching environmentally based 
campaigns for fear of being accused of greenwashing (Peattie & Crane, 2005). It has also 
been noted that many firms tend to exaggerate the environmental benefits of using their 
products, for example, some firms may mislead consumers about the biodegradability and 
recyclability of their products (Vermillion & Peart, 2010). This practice is considered 
“greenwashing”, and refers to such deceiving acts, or any company practice, that 
intentionally mislead consumers through false communication about their claims of being 
green (Vermillion & Peart, 2010). Firms may adopt greenwashing strategies to engage in 
symbolic communications of environmental issues without substantially addressing them in 
actions. This strategy has been identified by both academia and the mainstream media 
(Laufer, 2003). The skyrocketing incidence of greenwashing can have profound negative 
Chapter 2: Literature Review 19 
 effects on consumer confidence in green products and their green claims (Delmas & Cuerel 
Burbano, 2011; Furlow, 2009). 
What is noted is that the studies summarised in Table 2.1 continue to build knowledge 
in the areas of interest to this research. Some undertook similar research to that which had  
previously been examined but used different products or services to confirm results, for 
example, consumable goods (Biel & Grankvist, 2010; Bonini & Oppenheim, 2008; Grimmer 
& Woolley, 2014; Kim et al., 2013; Pickett-Baker & Ozaki, 2008; Teisl et al., 2002), cars 
(Hartmann et al., 2005), and clothing (Phau & Ong, 2007). Some researchers confirmed 
variables that had previously been researched, and which were shown to be more significant 
than others, for example, Bose and Luo (2011) and D’Souza et al. (2011) examined 
consumers’ environmental knowledge, Gupta and Ogden (2009) examined consumer trust in 
green marketing, and Albayrak et al. (2011) examined consumer scepticism in green 
marketing claims. There have also been a number of conceptual papers (Deshwal, 2012; 
Furlow, 2009; Moisander, 2007; Ottman et al., 2006; Peattie & Crane, 2005; Polonsky, 2011; 
Rex & Baumann, 2007; Vermillion & Peart, 2010) that served to offer well-reasoned 
discussions and interpretation of previously published research. While these researchers have 
promoted improved understanding, continually building on current contributions may suggest 
that this area of research could benefit from an exploration from a differing perspective.  
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 Table 2.1. Summary of Academic Research on Green Marketing Strategies 
Author(s)/Year 
 
Country Focus Results 
Quantitative Research    
Albayrak, Caber, Herstein and 
Moutinho (2011) 
Turkey Consumer scepticism If firms are honest, trustworthy, and altruistic, consumer 
scepticism will be reduced. 
Biel and Grankvist (2010) Sweden More complex environmental information, paired 
with a stronger preference for environmentally 
benign products. 
Food wholesaler 
Negative information, which is bad for the environment, 
had a stronger effect than positive information. 
Bonini and Oppenheim (2008) Global Survey 
 
Consumers express distrust for green claims. 
Organic products and cars 
Distrust can influence purchase decisions.  
Bose and Luo (2011) 
 
United States Strategies for undertaking green information 
technology branding, such as virtualisation. 
Creating a strong green firm brand shifts attitudes.  
D’Souza, Taghian, Lamb, and 
Peretiatkos (2006)  
Australia Incorporates knowledge, beliefs, demographic 
profiles, and situational variables. 
Supermarket food 
Consumers show a strong preference for firms to place a 
higher priority on reducing pollution than on increasing 
their own profitability.   
Delmas and Cuerel Burbano (2011) United States Lack of confidence in green marketing and green 
product claims due to greenwashing. 
Regulatory monitoring and market drivers explain why 
brown firms choose to green wash. 
Ferreira, Avila, and de Faria (2010) Brazil Consumers' perceptions of responsible firms. Consumers perceived a higher benefit and value in 
responsible firms, judging their price differential as fair, 
and are willing to buy their product. 
Grimmer and Woolley (2014) Australia Are consumers’ purchase intentions influenced by 
green marketing communications? Is the effect 
moderated by level of environmental involvement? 
Bottled water 
Consumers with high environmental affects show greater 
purchase intention when exposed to the green marketing 
messages. 
Gupta and Ogden (2009) United States Examines non-green and green buyers. 
Energy conservation 
Trust, in-group identity, expectation of others’ 
cooperation, and perceived efficacy were significant in 
differentiating between non-green and green buyers. 
Hartmann, Ibánez, and Sainz, 
(2005) 
Spain Green brand positioning is based on functional brand 
attributes or on emotional benefits. 
Known brands of small-sized cars 
Emotional strategies have stronger influence on brand 
attitudes. 
Kim, Njite, and Hancer (2013) 
 
United States Anticipated emotions in consumer’s intentions to 
select an eco-friendly restaurant are examined. 
Eco-friendly restaurant 
Pro-environmental branding in campaigns influence the 
decision to choose an eco-friendly restaurant. 
Phau and Ong (2007) Australia Examines how consumers respond to environmental Shoppers responded more positively to product-related 
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 claims. 
Leisure clothing 
messages than cause-related messages. Environmental 
claims are more credible if attributed to green brands. 
Pickett-Baker and Ozaki (2008) England Investigate if marketing and branding techniques can 
help establish green brands and greener consumption 
patterns.  
Supermarket products 
Green branding is limited and consumers cannot easily 
identify green products, although they favour products 
made by green firms, and they do not find the current 
green marketing relevant or engaging. 
Rivera-Camino (2007) Spain Stakeholders associated with green marketing 
strategies. 
Environmental managers 
Established how green marketing is moderated by the 
firms own economic sector and organisational 
characteristics. 
Teisl, Roe, and Hicks (2002) United States How consumers respond to eco-labels. 
Dolphin-safe labels on tuna 
The dolphin-safe label increased the market share of 
canned tuna. 
Thogersen, Haugarrd & Olesen, 
(2010) 
Denmark Understanding consumer responses to eco-labelling 
Sustainable fishery 
Early adopters of a new ecolabel mostly employ a high 
effort adoption process. 
Conceptual Research    
Deshwal (2012) India The development of green marketing. 
Conceptual 
 
Green marketing has opened opportunities for firms to 
co-brand their products into a separate line, lauding the 
green-friendliness of some products. 
Furlow (2009) United States Marketers promoting their products as green to attract 
a growing environmentally aware segment.  
Conceptual 
In attracting a green audience, firms often use claims that 
sound environmental, but are actually vague, and at times 
may be false. 
Moisander (2007) Finland Provide insights into the challenges that 
environmentally concerned ‘green consumers’ face. 
Conceptual 
Consumers are expected to monitor their shopping 
practices and know their options, as well as engage in 
systematic reusing, reducing, and recycling. They are 
also expected to influence their peers and raise eco-
awareness. 
Ottman, Stafford and Hartman 
(2006) 
United States Way to improve consumers appeal for green 
products. 
Conceptual 
The future success of product dematerialisation and more 
green services will depend on credible green marketing 
communication to consumers. 
Peattie and Crane (2005) United Kingdom Understand how the marketing discipline may yet 
contribute. 
Conceptual  
Misconceived green marketing is identified and analysed: 
green spinning, green selling, green harvesting, 
enviropreneur marketing, and compliance marketing. 
Polonsky (2011) Australia Green marketing is not achieving its full potential. 
Conceptual 
Marketers need to create alternative ways of presenting 
value and costs, changing the way firms talk about 
human interactions and the environment. 
Rex and Baumann (2007) Sweden Green marketing positioning strategies. 
Conceptual 
Eco-labels are one of the dominant forms of marketing 
communication for green credentials of products. 
Vermillion and Peart (2010) Columbia Unresolved issues of green marketing. 
Conceptual 
Examines perceived quality, benefits, and deceptive 
green communication. 
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 In summary, what is known from the body of the literature above is that much of the 
green marketing literature has focused on the evaluation of green marketing strategies. These 
strategies include claims of environmentalism in product ranges, communicating a green 
corporate image, and greenwashing; and the application and drivers behind the 
implementation of green marketing. The discussion also highlighted issues of consumer 
scepticism. What has been noted as a limitation is that the literature suggests that the 
consumer is often unaware that the firm implements green initiatives (for example, Bose & 
Luo, 2011) and that branding is under-utilised in green marketing. This in turn suggests there 
are further opportunities to examine consumers’ understanding of firms’ green marketing 
strategies available to them through various media channels. Therefore, this research 
examined how consumers’ interpreted green marketing communications to investigate the 
influences these messages have on consumers’ decisions regarding firms’ green credentials 
and their influences on subsequent purchases of green products or services. Thus, the 
following subordinate research question was proposed to address this limitation:  
Subordinate Research Question 1. 
How do consumers interpret firms’ green credentials and their green marketing 
communications?  
2.4 GREEN CONSUMPTION AND THE GREEN CONSUMER 
Green consumption describes an environmentally concerned consumer who 
characteristically takes into account the public consequences of his or her private 
consumption behaviour and attempts to use his or her purchasing power to bring about 
change (Henion & Kinnear, 1976; Moisander, 2007). Without changes in consumers’ green 
consumption patterns and behaviours, the important roles and contribution that environmental 
technologies, production systems, economic policies, and social initiatives all play in the 
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 pursuit of environmental sustainability will be undermined (Peattie, 2010). To address this 
issue, the notion of green consumption has emerged as a focus for policy makers and 
marketing strategies (Peattie, 2010).  
However, as a subject for research, green consumption is a problematic concept, not 
least because it is an apparent oxymoron. Green implies the conservation of environmental 
resources, while consumption generally involves their destruction (Jackson, 2005). 
Alternative terms also describing similar concepts to green consumption include sustainable 
consumption (see Clark, 2007; Hobson, 2002; Nash, 2009; Tukker et al., 2008; Wells & 
Seitz, 2005), or responsible consumption (Connolly, 2008). Moore, Dickson-Deane and 
Galyen (2011) argued that when terms relating to similar concepts are used, it is difficult for 
researchers to perform meaningful cross-study comparisons and build on the outcomes from 
previous studies. However, while there are alternative terms, at the same time there is a 
consistency in the common goal of these terms, being that the consumption of green products 
and services responds to consumers basic needs and bring a better quality of life, while 
minimising the use of natural resources. Thus, the green consumer considers whether the 
product or service they are purchasing will, in consumption, result in a positive or negative 
consequence to the environment (Kim, 2011).  
2.4.1 The Green Consumer 
 The green consumer is defined as an individual that has preferences for 
environmentally friendly products and motivations that are aligned with the preservation of 
the environment (Noonan & Coleman, 2013). Green consumers demonstrate an interest in 
product characteristics, such as recyclability and chemical content, organic, energy 
efficiency, or biodegradable packaging (Leonidou, Leonidou, & Kvasova, 2010). Along with 
showing higher levels of concern for environmental preservation issues, green consumers are 
recognised as showing perceived consumer effectiveness (Noonan & Coleman, 2013). 
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 Perceived consumer effectiveness is “the extent to which the consumer believes that his/her 
personal efforts can contribute to the solution of a problem” (Vermeir & Verbeke, 2006, p. 
175). The impact of consumers’ perceptions towards the green concept and going green is 
important, as their green behaviour influences them to seek products and services that help to 
save the environment (Chen & Chang, 2012). Moreover, the consumers’ intention to perform 
a green behaviour may increase through marketers attempting to improve consumer 
awareness and perceptions towards the advantages of the green concept and the benefits of 
going green (Rezai, Teng, Mohamed, & Shamsudin, 2013). 
Researchers have found that it is difficult to predict a consumer’s intention to perform a 
green behaviour. To overcome the problem of the lack of predictability between attitudinal 
intentions and behaviour, other researchers have identified several key factors motivating 
environmentally friendly behaviour, including concerns and knowledge (Biswas & Roy, 
2015; Cowan & Kinley, 2014; Han et al., 2011; Han & Kim, 2010; Hu, Parsa, & Self, 2010), 
perceptions of the effectiveness of green practices (Han, Hsu, & Lee, 2009; Kim, Palakurthi, 
& Hancer, 2012), and an overall orientation toward the welfare of others (McCarty & Shrum, 
2001). McCarty and Shrum (2001) took an interesting perspective, whereby, they found that 
in terms of segmentation, the easiest consumers to influence may be those who have an 
internal locus of control. These control beliefs link as they incorporate individuals’ 
assessments of their capacity to behave in a certain way. Consumers with an internal locus of 
control on environmental beliefs and behaviour may only need to be reminded that their 
behaviour will make a difference. Green consumers take on a degree of responsibility that is 
built on their socially conscious intentions to somehow solve a problem or make a positive 
impact on society (Jansson, Marell, & Nordlund, 2010). They align themselves with a set of 
values and beliefs built on environmental improvement, in that the green consumers’ 
motivations go beyond meeting personal needs and are also focused on the needs of the 
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 community, and this element of influence makes the green consumer micro-culture unique 
(Noonan & Coleman, 2013). Research has also found that consumers face a difficult and self-
conscious challenge of having consistent green consumption behaviour. For example, some 
consumers find that green information is inconsistent with their primary values and creates 
dissonance with their self-image (Kilbourne & Pickett, 2008). Some consumers declare that 
they view themselves as green consumers, though they don’t consistently engage in green 
consumption practices (McDonald & Oates, 2006; Shaw, Newholm, & Dickinson, 2006; 
Shaw & Riach, 2011). Moreover, green consumer behaviours may vary throughout the 
consumption stages. For example, they can purchase conventional products and compensate 
with a post-purchase environmentally friendly behaviour (reusing a non-recyclable 
packaging) (Follows & Jobber, 2000; Peattie, 2001b). 
Therefore, the problem is likely to be explained by consumers’ environmental 
knowledge (Luzio & Lemke, 2013; Mostafa, 2007; Tanner & Kast, 2003), perceived product 
confidence, willingness to compromise (McDonald & Oates, 2006; Peattie, 2001a), and 
pricing (Chen, 2001; Hedlund, 2011; Peattie, 2001a). While making environmentally 
conscious consumption decisions is now a widespread concern, consumers often overstate 
their willingness to purchase green products or services (Tsarenko, Ferraro, Sands, & 
McLeod, 2013). Consumers expressed strong pro-environment sentiments and a preference 
for green products in many surveys (e.g. Bonini & Oppenheim 2008; Ginsberg & Bloom 
2004). However, research shows that the level of green consumption remains too small to 
translate into a meaningful environmental impact (Sheth, Sethia, & Srinivas, 2011). For 
example, in 2006, organic foods accounted for less than 3% of all food sales, and green 
detergents and household cleaners made up less than 2% of sales in their categories, and in 
2007 hybrid car sales made up little more than 2% of the US auto market (Bonini & 
Oppenheim, 2008). Liu et al., (2012) found that nearly half of the participants in their 
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 research had seldom bought green products, confirming a low level of purchases for green 
products. 
In summary, what has been recognised is that the literature suggests that in spite of 
consumers expressing strong pro-environmental sentiments and a preference for green 
products, individuals are not always able to be consistently green in their private consumption 
behaviour and the level of green consumption is low. Despite the importance of consistency 
in an individual’s green consumption behaviours, there is still limited understanding about 
how green consumers interpret or make sense of their green consumption behaviour in their 
everyday lives. Thus, the following subordinate research question was proposed to address 
this limitation:  
Subordinate Research Question 2. 
How do consumers interpret their green consumption efforts in their everyday 
lives? 
2.5 FACTORS AFFECTING GREEN PURCHASE BEHAVIOUR  
Prior studies (Anastasios & Anastasios, 2014; Bamberg, 2003; De Groot &  Steg, 2007; 
Mostafa, 2007; Rosenbaum & Wong, 2015) examined beliefs, such as concerns for the 
environment and knowledge of environmental issues, to determine significant influences on 
consumer attitudes and intention in order to understand the low level of purchases of green 
products and services. Relevant literature suggests that a consumer’s environmental concern 
is a general belief construct that is operationalised as an antecedent of a variety of more 
specific constructs, such as environmental knowledge and intentions to purchase or behave 
accordingly (Anastasios & Anastasios, 2014).  
 
 
Chapter 2: Literature Review 27 
 Beliefs  
Investigating the relationship between beliefs and green consumer behaviour is 
essential, as beliefs both influence and create barriers for a wide range of green behaviours. 
These beliefs can shed light on which variables to focus on, while also providing a solid basis 
for defining differing target groups (De Groot & Steg, 2007). Beliefs may be 
behaviour/product-specific (about the purchase of a specific product or a specific pro-
environmental, green action). For example, beliefs regarding the use of renewable energy 
have a definite positive impact on the intention to use an environmentally friendly means of 
transportation (De Groot & Steg, 2007), or general beliefs, for example, about the 
environment and green consumption (Anastasios & Anastasios, 2014). Literature uses beliefs 
as significant influences of consumer attitudes and consumer intention to use or purchase 
environmental products. Some researchers have found behavioural beliefs, such as 
environmental concerns and environmental knowledge, to be the most significant (Bamberg, 
2003; Cowan & Kinley, 2014; De Groot & Steg, 2007; Han & Kim, 2010; Hong-Youl & 
Swinder, 2012). Whereas, others found that normative beliefs, such as expectation of others 
and self-image, were the most significant influencers (Liu et al., 2012; Mostafa, 2007). 
The use of beliefs appears in green consumer behaviour research largely because the 
research usually employs or expands on the theory of reasoned action (TRA) (Fishbein & 
Ajzen, 1975) or the theory of planned behaviour (TPB) (Ajzen, 1991). These models theorise 
that human action is guided by situation-specific beliefs. In the case of TRA, these are 
perceptual and behavioural beliefs, and normative beliefs (Bamberg, 2003). Perceptual and 
behavioural beliefs are beliefs about the likely consequences to the environment of the 
behaviour (Bamberg, 2003). Normative beliefs are beliefs about the normative expectations 
of others and the preservation of a green self-image (Bamberg, 2003). The TPB models 
include perceived behavioural control. Perceived behavioural control refers to individual’s 
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 beliefs and recognition of their ability to perform a given green action (Cowan & Kinley, 
2014; Liu et al., 2012; Mostafa, 2007). As such, control beliefs are beliefs about the presence 
of factors that may further or hinder performance of the behaviour (Bamberg, 2003). Taken 
together, intention to purchase a particular green product may be influenced by perceptual 
and behavioural beliefs, together with the individual’s level of motivation to comply with 
normative beliefs. These include the positive consequences of purchasing the green product, 
for example, in an environment where the issue of global warming gains increasing 
prominence (Hong-Youl & Swinder, 2012) and perceived behavioural expectations of one’s 
important referents (such as family, friends, co-workers) (Han & Kim, 2010). “Concern for 
the environment” and “environmental-subjective knowledge” remain important antecedents 
of beliefs, green purchase intentions, and green consumption behaviour (Anastasios & 
Anastasios, 2014, p.343). 
A challenge facing marketers of green products and services is how to increase the 
consumer’s perception of individual or personal benefits from consuming such products 
(Hartmann et al., 2005). The way to do this may be to add emotional value to the product or 
service, for example, nature-related benefits (Hartmann et al., 2005). Some researchers have 
suggested that consumers’ beliefs and their exposure to influences (word of mouth and green 
social norms) and information (the media), shape their perceptions and behaviour about green 
products (Pickett-Baker & Ozaki, 2008). By increasing awareness and knowledge of 
environmental factors, individuals may associate their actions with environmental benefits, 
thereby increasing their own attitudes and reinforcing new social norms (Anastasios & 
Anastasios, 2014; Cowan & Kinley, 2014; Han et al., 2009; Han & Kim, 2010; Hong-Youl & 
Sinder, 2012). The more intensive the cognitive reflections are on the consequences of certain 
behaviours, the more it may lead to enhancing personal beliefs and attitudes toward the 
behaviours themselves; thus, offering a chance to drive motivation for environmentally 
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 friendly action (Anastasios & Anastasios, 2014). When individuals have positive emotions, 
intentions, and individual knowledge regarding the environment and sustainable products, 
they have positive predispositions towards corresponding behaviour (Cowan & Kinley, 
2014). Accordingly, these beliefs encourage sustainable purchasing habits, making 
individuals more likely to purchase environmentally friendly items (Cowan & Kinley, 2014). 
Environmental knowledge 
Research shows that knowledge of environmental issues is positively correlated with 
green purchasing behaviour (Mostafa, 2007; Tanner, Kaiser, & Kast, 2004; Tanner & Kast, 
2003; Tilikidou & Delistavrou, 2008). Environmental knowledge involves what people know 
about the environment, key relationships leading to environmental aspects or impacts, and an 
appreciation of the collective responsibilities necessary for sustainable development (Fryxell 
& Lo, 2003). Schahn and Holzer (1990) demonstrated the importance of distinguishing 
between knowledge about facts and knowledge about actions. The term “factual knowledge” 
refers to knowledge about definitions and the causes/consequences of environmental 
problems (e.g., what is the greenhouse effect?), whereas “action related knowledge” is used 
to refer to information about possible actions (e.g., which human behaviours are related to the 
greenhouse effect?). Unlike factual knowledge, action-related knowledge is more likely to 
affect consumers’ behaviour (Tanner & Kast, 2003). When individuals who are more actively 
engaged in environmental issues were compared to less actively engaged individuals, the 
single factor that most clearly differentiated the groups was knowledge about the specific 
environmental problem and how to act to most effectively deal with it (Mostafa, 2007). 
Knowledge was also found to have a positive effect on pro-environmental purchasing 
behaviour; thus, people who are more knowledgeable about environmental issues have more 
intentions and are more likely to act in favour of the environment when making their 
purchasing decisions (Tilikidou & Delistavrou, 2008). 
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 Intentions to purchase and decision making 
Some authors have a broader view of consumption and green purchase behaviour and 
see it following the established lines of Engel, Blackwell, and Kollat’s (1978) consumer 
decision-making processes (Peattie & Crane, 2005). The consumer decision making process 
encapsulates five stages: (1) need recognition; (2) information search; (3) evaluation of 
alternatives; (4) purchase decision; and (5) post-purchase behaviour (Mostafa, 2007). When 
examining consumers decisions to purchase green products and services, the link between 
intention to purchase when evaluating the alternatives (stage 3) and actual purchase decision 
(stage 4) is weak (Mostafa, 2007, Rosenbaum & Wong, 2015). Consumers express their 
concern over the environment and affirm their willingness to contribute somehow to the 
protection of the environment by buying green products, though, in reality this concern may 
not be consistently evident in their purchase behaviour, as the amount of green products 
being purchased is low (Liu et al., 2012; Mostafa, 2007). A better understanding of the 
environmental information of related products would greatly assist them in their actual green 
purchase involvement (Liu et al., 2012).  
Several researchers have examined consumer decision making and green purchase 
behaviour (Albayrak et al., 2011; Han & Kim, 2010; Peattie & Crane, 2005). Some 
researchers, who view green purchase behaviour as a pro-social behaviour (Albayrak et al., 
2011), examined the influence of environmental concern, perceived consumer effectiveness, 
and consumer scepticism towards green purchase behaviour, finding that perceived consumer 
effectiveness is the most important determinant that positively influences green purchase 
behaviour (as discussed in section 2.4.1). Whereas others (Han & Kim, 2010), viewed it as 
self-interested behaviour and examined service quality, consumer satisfaction, overall image, 
and frequency of past behaviour. Research has generally focused on stages two to four of the 
decision making model. For instance, consumers who buy organic food are basing their 
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 decisions on issues beyond the tangible product; and a greater focus on how the product is 
made will be required for consumers in the information search and evaluation of alternatives 
to promote purchase behaviour (Peattie & Crane, 2005). 
In summary, what has been recognised is that the literature shows that beliefs affect a 
wide range of green behaviours, and beliefs are significant influences on consumers’ 
intentions to use or purchase environmental products. Additionally, for individuals who are 
more actively engaged in environmental issues, the single factor that most clearly 
differentiated the groups was knowledge about the specific environmental problem. While 
some studies have explored the link between intention to purchase and the actual green 
purchase behaviour, for example, some researchers discussed perceived consumer 
effectiveness and consumer scepticism while other researchers examined self-interested, 
service quality, satisfaction, overall image, and frequency of past behaviour, the actual 
purchase of green products remains low. Despite the importance of understanding how to 
convert intentions to purchase into actual green purchase behaviour, there still seems to be a 
limited understanding regarding what motivates green consumers to purchase green products. 
Thus, the following subordinate research question was proposed to address this limitation:  
Subordinate Research Question 3. 
What motivates consumers to purchase green products or services? 
Self-image and social influences 
In addition to those factors relating to beliefs, environmental knowledge, intentions to 
purchase, and decision making, there is also evidence of the important roles that self-image 
and social influences have on green purchase behaviour. A review of the influences of green 
purchase behaviour literature indicates that researchers have focused on different aspects, 
including intrinsic characteristics such as self-image (Kang, Liu, & Kim, 2013; Tsarenko et 
32 Chapter 2: Literature Review 
 al., 2013; Yang, Lu, Zhu, & Su, 2015), and influences from reference groups (Smith, Terry, 
Manstead, & Louis, 2008). 
Self-image 
“The importance of one’s self-image can also be considered in terms of a projection of 
a good image of oneself to others within social circles” (Tsarenko et al., 2013, p.303). Self-
image congruence research shows that consumer attitudes (and purchase intentions) towards 
brands that match particular aspects of their self-concept will be more positive towards green 
products and services, and intent to purchase to these brands is more likely (Tsarenko et al. 
2013). This stream of literature indicates that a consumer’s green self-image can ultimately 
positively influence subsequent perceptions, intentions, and green purchase behaviour (Kang 
et al., 2013; Lee, 2008; Lin & Huang, 2012; Pickett-Baker & Ozaki, 2008; Tsarenko et al. 
2013; Yang et al., 2015). 
The image of an environmentally-friendly individual could project a good image of 
oneself to others (Lee, 2008). This might be particularly motivating to younger people, who 
are often at the stage of identity and approval seeking. Moreover, this implies that green 
purchasing behaviour could carry symbolic functions among younger consumers (Lee, 2008). 
In addition, environmental behaviours are influenced by subjective interests, such as pro-
environmental self-images, when such subjective interests are not met, they do not get 
translated into behaviour (Pickett-Baker & Ozaki, 2008). In this context, an individual’s self-
image does impact green consumption (Lee, 2008; Pickett-Baker, & Ozaki, 2008). The 
impact is a projection of a positive green image to others that can lead to pro-environmental 
behaviour, such as purchase. Moreover, individuals who regard going green as an act that 
helps safeguard the environment experience positive feelings of doing good for themselves 
(Lin & Huang, 2012). Environmental purchases may enhance the self through linkage to 
environmental self-presentation (Kang et al., 2013). When consumers perceive the 
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 consumption of green products is closely relevant to themselves (their lifestyles, values, self-
identity, and/or self-image), they tend to have positive attitudes and intentions related to such 
purchase and consumption behaviour (Kang et al., 2013). An examination of the relative 
effects of an individual’s past behaviour and self-image demonstrated that both self-image 
and self-reported past behaviour were important determinants of green purchase intentions 
and, consequently, green purchase behaviour (Smith et al., 2008). 
Reference groups 
Researchers have suggested that consumers may be more inclined to adopt green 
behaviour owing to the opinion of their reference group, such as family, friends, or relatives 
(Rezai et al., 2013). This has been confirmed by strong links identified in past literature 
between peer influence, purchase intention, and green purchase behaviour (Lee, 2008; 
Pickett-Baker, & Ozaki, 2008; Wahid, Rahbar, & Shyan, 2011). Green purchase behaviour is 
a form of symbolic consumption, as consumers consider not only individual, but also social 
values, ideals, and ideologies (Lee, 2008). The pressure to follow the behaviour of the 
reference group might be particularly strong in a collectivistic culture, whereby individuals 
are expected to subordinate their interests to conform to larger social norms (Lee, 2008). 
Moreover, evidence suggests that young people are more open to change when influenced 
within the home environment (Pickett-Baker & Ozaki, 2008). 
The strength of the normative influence of the consumer’s family and social groups, 
such as friends, on purchasing decisions may depend on the characteristics of the product, for 
example, luxury rather than a necessity, publicly displayed or used in private (Pickett-Baker 
& Ozaki, 2008). The susceptibility of the individual consumer and the coercive power of the 
reference group to which the consumer belongs can determine the strength of the influence on 
green purchase behaviour (Pickett-Baker & Ozaki, 2008). Social influences have been found 
to be the highest predictor of green purchase behaviour (Wahid et al., 2011). For example, 
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 social influence, such as friend influences, was found to contribute positively and 
significantly to green purchase behaviour (Wahid et al., 2011). In addition, peer reference 
groups, such as environmentalists and the green society, also play an important role in 
influencing the consumers’ intention to purchase green products and services (Rezai et al., 
2013). Further, another aspect that researchers have focused on in green purchase behaviour 
literature is the influences of demographic factors. 
In summary, what has been recognised is that the literature suggests that consumers 
may be more inclined to adopt green purchase behaviour due to social influences. The 
research indicates that a projection of a positive green image to others can lead to pro-
environmental behaviour, such as purchase. A consumers green self-image can positively 
influence subsequent perceptions, intentions, and green purchase behaviour. Moreover, 
consumers may be more inclined to adopt green behaviour due to the opinion of their 
reference group, such as family, friends, or relatives. The research suggests that green 
purchase behaviour is a form of symbolic consumption, as consumers consider not only 
individual, but also social values, ideals, and ideologies. However, this area of research is 
limited in the literature; thus, the following subordinate research question was proposed to 
address this limitation:  
Subordinate Research Question 4 
What social influences reflect consumers’ consumption of green products or 
services? 
Barriers to green consumer behaviour 
While it is important to examine factors that influence green purchase behaviour, it is 
also important to understand how factors can act as barriers to this behaviour. This section 
therefore examines these barriers in order to understand why consumers may not adopt green 
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 purchase behaviours. A consumer’s green purchase behaviour is subjected to numerous 
barriers, both internal and external, and these barriers intervene at different levels of action 
(Tanner et al., 2004). Internal barriers are conceptualised as having an influence on an 
individual’s knowledge and motivation to act. In contrast, contextual barriers affect the 
possibility of individuals participating in an environmental action, regardless of the 
individual’s motivation to act (Tanner et al., 2004). Even though identifying barriers that 
inhibit the performing of an environmental behaviour is crucial, it remains rather 
understudied (Tanner et al., 2004). A review of the barriers of green purchase behaviour 
literature indicates that researchers have focused on different aspects, including scepticism 
(Albayrak et al., 2012; Deshwal, 2012; Rahman, Park, & Chi, 2015), greenwashing (Delmas 
& Cuerel Burbano, 2010; Furlow, 2009; Vermillion & Peart, 2010), consumer perceptions of 
poor product performance (Chen & Chang, 2012; Gupta & Ogden, 2009; Martinez, 2015; 
Peattie & Crane, 2005), consumer justification of negative green impacts (McGregor, 2008), 
and high prices (Dekhili & Achabou, 2013; Gleim, Smith, Andrews, & Cronin, 2013; Moser, 
2015). These barriers are discussed in more detail as follows. 
Scepticism 
Green consumers are thought to make green purchasing decisions either by the level of 
compromise required to purchase a green product or by the level of confidence for the green 
product (Peattie, 2001b). Generally, consumer scepticism about a product or services’ 
environmental claims reduces their positive influences on consumer behaviour (Albayrak et 
al., 2012; Rahman et al., 2015). Even if consumers behave in an environmentally sensitive 
manner in their everyday lives, the probability of their participation in green purchase 
behaviour will be low if they think they do not positively and highly contribute to the 
protection of the environment (Albayrak et al., 2012). Research indicates that there is 
confusion among consumers regarding green products, and consumers often find that they 
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 distrust the credibility of green products. Moreover, consumer confidence when purchasing 
green products is lowered due to the lack of transparency (Deshwal, 2012). This scepticism 
can be attributed to concerns, such as greenwashing and consumers’ perceptions of poor 
product performance. 
Firms’ engagement in greenwashing in order to mislead consumers about their 
environmental performance or the environmental benefits of their products or services 
contributes to the scepticism consumers’ experience (Delmas & Cuerel Burbano, 2010, 
Furlow, 2009; Vermillion & Peart, 2010). For example, one of the most cited examples is 
Ford Motor Company’s “It Isn’t Easy Being Green” campaign for the hybrid Escape SUV. 
While touting itself as environmentally friendly, Ford's cars were considered the worst carbon 
emitters and had the worst fuel efficiency trend of any major automaker (Furlow, 2009, p.23). 
Another recent example is in September 2015, the United States Environmental Protection 
Agency issued a notice of violation to Volkswagen after it was found that the car maker had 
intentionally programmed the diesel engines to activate certain emissions controls during 
laboratory emissions testing to meet standards. However, during real-world driving it was 
found that the cars would emit up to 40 times more nitrogen oxide. An example of product 
level greenwashing is that of LG Electronics and its mis-certified Energy Star refrigerators. 
Energy Star, a government-backed third party eco-label indicating that a product meets a set 
of energy efficiency guidelines, certified many of LG Electronics’ refrigerator models. It was 
discovered, however, that ten of the certified LG refrigerator models had listed flawed energy 
usage measurements on their labels and did not actually meet the efficiency standards 
required to earn the certification (Delmas & Cuerel Burbano, 2010). Further, consumers 
cannot be confident that, if a firm were to falsely communicate its environmental practices, it 
would be caught and punished for doing so (Delmas & Cuerel Burbano, 2010). Therefore, if 
greenwashing practices continue to go unchecked by regulation, it is possible that green 
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 consumers will become increasingly cynical about green claims (Delmas & Cuerel Burbano, 
2010). 
In the event that green and conventional products are not perceived as substitutes (due 
to perceived poor green product performance), the likelihood that consumers will not 
purchase the product is high (Gupta & Ogden, 2009). The average consumer would not 
understand that the reason their green detergents did not get their clothes “whiter than white” 
was that they lacked the optical brightener additives that conventional detergents deposit on 
clothes (Peattie & Crane, 2005). Similarly, they would not understand that green washing-up 
liquids would not produce a big bowl of fluffy soap bubbles because they lacked polluting, 
cosmetic sudsers (Peattie & Crane, 2005). “Knowing that consumers want greener products is 
not the same as knowing exactly which products consumers are going to want” and what kind 
of price-performance trade-offs they may be willing to accept in their green purchase 
behaviours (Peattie & Crane, 2005, p.363). Green products must match up with those 
attributes against non-green products to attract consumers. Moreover, the greenness of 
products and services cannot guarantee consumers positive purchase behaviour (Chen & 
Chang, 2012). Furthermore, it is hard for marketers to convince their consumers to purchase 
their green products and services without providing enough information to their consumers to 
obtain trust and reduce scepticism (Chen & Chang, 2012; Martinez, 2015). 
Consumers’ justification of negative green impacts 
Consumers can justify or neutralise the negative environmental impacts of their 
purchasing behaviour. Applying the theory of neutralisation, McGregor (2008) found they 
can continually or periodically rationalise their less than green consumption decisions by 
dismissing or downplaying the negative green impacts of their purchasing behaviour. For 
example, individuals will often claim that because they are poor and cannot afford green 
products, it is acceptable to break their strong green beliefs. Their family takes precedence 
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 over adhering to their beliefs. Moreover, when times are better, they will revert to being 
green conscientious citizens (McGregor, 2008). Although this area of research on consumers 
curbing their green purchase behaviours has furthered the understanding of the barriers of the 
green consumer behaviour, this area of research is limited and could benefit from further 
exploration. 
High prices 
A more cognitive factor that may explain rationalising green purchase behaviour 
decisions is that of price. A price premium is likely to be associated with anything that carries 
some sort of “green” or “sustainable” credentials, making them a less attractive alternative 
than their “mainstream” counterparts (Evans, 2011, p.551). As green products are shown to 
be considerably more expensive than traditional products (Dekhili & Achabou, 2013; Evans, 
2011; Lee-Weisstein, Asgari, & Siew, 2014; Mahenc, 2007; Moser, 2015), it is likely that 
price deters many consumers who would like to be green. Thus, high levels of price 
sensitivity coupled with perceived high prices of green products, is likely leading many 
consumers to continue purchasing traditional products (Gleim et al., 2013). As green products 
often involve greater psychological costs (information search or performance risk), this may 
explain why sales of green products appear to be trending downward in the United States 
(Gleim et al., 2013). In marketing literature, much research has discussed the relationship 
between price and quality. For more than half a century, the general consensus in the 
literature has been that price is a strong cue for perceived quality (Dekhili & Achabou, 2013). 
However, it is important to note the limited academic contributions of the study of price in 
the case of green products with regards to how prices of green products are perceived by 
consumers and the extent to which prices are considered fair. 
In summarising the barriers, what has been recognised is that the literature suggests that 
consumer scepticism about a product or service’s environmental claims reduces their positive 
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 influences on consumer behaviour. Furthermore, firms’ engagement in greenwashing in order 
to mislead consumers about their environmental performance or the environmental benefits 
of their products or services is contributing the scepticism consumers are experiencing. Green 
products must match up on those attributes against non-green products to attract consumers, 
and the greenness of products and services cannot guarantee consumers positive purchase 
behaviour. Research has indicated that consumers can justify the negative environmental 
impacts of their purchasing behaviour, and they can rationalise their less than green 
consumption decisions by dismissing or downplaying the negative green impacts of their 
purchasing behaviour. In addition, green products are shown to be considerably more 
expensive than traditional products, and it is likely that price deters many non-green 
consumers, though much of the research does not explain the extent to which prices of green 
products are considered fair. Taking the above issues together, the following subordinate 
research question was proposed to address this limitation:  
Subordinate Research Question 5 
What barriers impact consumers’ consumption of green products or services? 
A summary of the academic research on the factors affecting green purchase behaviour 
is provided below in Table 2.2. The table is an important inclusion as it provides a brief 
discussion of the focus/aim of the literature discussed above, including the variables in the 
research and outcomes of the research, in order to determine if researchers confirmed what 
they hypothesised or if they found something different or new.  
An interesting conclusion drawn from the table is that consumers’ environmental 
knowledge seems to be a reoccurring concept examined in the literature. Some literature 
included examinations of consumers exhibiting low knowledge about environmental products 
(Anastasios & Anastasios, 2014; Kang et al., 2013; Phuah et al., 2012; Pickett-Baker & 
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 Ozaki, 2008) and that this low environmental knowledge can create barriers to green 
purchase behaviour (Gleim et al., 2013). Other researchers suggested that consumers are 
unsure if pricing strategies are fair, due to low knowledge about the value of the product 
quality and its environmental impact (Dekhili & Achabou, 2013). Others indicated that it is 
the firms’ responsibility to educate consumers and increase their environmental knowledge 
through marketing (Cowan & Kinley, 2014; Delmas & Cuerel Burbano, 2010; Rezai et al., 
2011). In addition, some stated how vital it is that consumers increase their environmental 
knowledge in order to increase green purchase behaviour and ultimately aid in saving the 
environment (Fryxell & Lo, 2003; Mostafa, 2007; Wahid et al., 2011). 
Moreover, some researchers suggested that future studies should examine post-decision 
making further (Han & Kim, 2010). This notion would benefit green purchase behaviour 
research, as it would broaden the understanding of the processed environmental knowledge of 
consumers once the green purchase behaviour was actioned (post purchase behaviour). 
Perhaps this suggests that there is a limitation in what is thought to be known about this last 
stage (stage five) in the decision making process and what is actually occurring. Other 
researchers suggested that much more emphasis has been placed on observing consumers’ 
behaviours rather than in observing influences on behaviour (Mostafa, 2007). Lastly, other 
researchers suggested that future research needs to focus on green purchasing behaviour and 
how it is affected by consumers’ socio-demographic characteristics (Phuah et al., 2012). A 
summary of the discussion in section 2.5 relating to the academic research on the factors 
affecting green purchase behaviour (both influences and barriers) is provided in Table 2.2. 
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 Table 2.2. Summary of the Academic Research on the Factors Affecting Green Purchase Behaviour 
Author(s)/Year 
 
Country Product Theory and Focus  Results 
Quantitative Research     
Hong, Youl, and 
Swinder (2012) 
South Korea Electrical 
appliances 
Theory of Reasoned Action 
Examines behavioural intentions toward 
purchase of energy-efficient products. 
Consumers’ attitudes toward energy-efficient 
products have a stronger effect on intentions 
compared to the subjective norm component. 
Liu, Wang, Shishime 
and Fujitsuka (2012) 
China Green products Theory of Reasoned Action 
Explores green purchase behaviours. 
Environmental attitudes, especially perception of 
self-responsibility, greatly influence intention of 
green purchase behaviours. 
Shaharudin, Jacqueline, 
Suhardi, and Shamsul 
(2011) 
Malaysia Organic food Theory of Reasoned Action 
Aims to identify the perceived value factor 
and its impact towards the consumers’ 
purchase intention. 
Out of four factors, only perceived value and health 
consciousness influenced the consumer purchase 
intention. 
Wahid, Rahbar, and 
Shyan (2011) 
Malaysia Environmental 
related activities 
Theory of Reasoned Action 
Investigates influences of green purchase 
behaviour - self influence, self-identity, 
ecological affect, labels, environmental 
knowledge (EK), attitudes, environmental 
concern (EC). 
Social influence, EC and green product knowledge, 
EK, and income level all have a significant impact on 
green purchase behaviour. 
Anastasios and 
Anastasios (2014) 
Greece Bio-fuels Theory of Planned Behaviour 
Examines the interrelationships of EC, EK, 
and beliefs. 
Concern for the environment has a positive and direct 
impact on EK, beliefs, and behavioural intention. 
Bamberg (2003) Germany Green electricity 
products 
Theory of Planned Behaviour 
Situation-specific cognitions are direct 
determinants of specific behaviours. 
The weak direct relationship between EC and specific 
environmentally related behaviours is due to the 
incorrect assumption that general attitudes like EC 
are direct determinants of specific behaviour. 
Cowan and Kinley 
(2014) 
United States Environmentally 
friendly apparel 
Theory of Planned Behaviour 
EK, EC, and attitudes towards purchase 
behaviour make up the attitude component. 
Social pressure, environmental guilt (EG) 
makes up the normative influence. 
Environmental attitudes, EC and EK, social pressure 
to behave in an environmentally friendly manner, EG, 
perceived environmental impact, past purchases, 
accessibility, and cost all impact purchase intentions. 
De Groot and Steg 
(2007) 
 Netherlands Park-and-ride 
facility 
Theory of Planned Behaviour 
Tests whether beliefs and the TPB explains the 
intention to use a park-and-ride facility. The 
TPB is extended to include egoistic, altruistic, 
EC was directly related to attitudes toward use. Three 
types of concerns were not directly related to 
intention to use. Positive attitudes, positive subjective 
norms, and high perceived behavioural control were 
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 and biospheric concerns. related to a stronger intention to use the park and ride 
facility. 
Han and Kim (2010) Internet survey  
 
Green hotel Theory of Planned Behaviour 
Extend the TPB to include service quality, 
satisfaction, overall image, and frequency of 
past behaviour. 
Service quality, satisfaction, overall image, and 
frequency of past behaviour all significantly 
increased consumer's decisions and intention to 
revisit the green hotel. 
Kang, Liu, and Kim 
(2013) 
United States, 
South Korea and 
China 
Textile and apparel 
products 
Theory of Planned Behaviour 
Examines young consumers’ attitudes, 
perceptions, and behavioural intentions. 
Extends the TPB – product knowledge, 
effectiveness, and person relevance. 
Consumers’ knowledge, perceived effectiveness, and 
perceived self-image significantly affect young 
consumers’ attitudes, subjective norms, and perceived 
behavioural control, thereby affecting purchase 
intentions. 
Moser (2015) Germany Daily consumer 
products 
Theory of Planned Behaviour 
Identifying major antecedents of everyday 
green purchasing behaviour. 
Willingness to pay was the strongest predictor of 
green purchasing behaviour, followed by personal 
norms. The impact of attitude is insignificant. 
Mostafa (2007) Egypt Perceived 
knowledge of 
environmental 
issues scale 
Theory of Planned Behaviour 
Investigates influences of cultural values and 
psychological factors on the green purchase 
behaviour. 
Consumers express their beliefs, knowledge, and 
concern over the environment and declare their 
willingness to buy green products. However, concern 
may not be manifested consistently. 
Phuah, Rezai, 
Zainalabindin, and 
Shamsudin (2012) 
Malaysia Green foods Theory of Planned Behaviour 
Focuses on the consumers’ awareness and 
intention towards green food consumption. 
Significant differences among the respondents’ 
awareness towards green food and age, geographical 
area, education level, and income. Green food is not 
only about organic, but it also the concept of food 
safety, health issues, environmental hazards, and 
animal welfare. 
Pickett-Baker and Ozaki 
(2008) 
England Supermarket 
products 
Theory of Planned Behaviour 
Investigates if branding techniques can help 
establish and introduce greener patterns of 
consumption where environmentally friendly 
products are increasingly available. 
There is a correlation between consumer confidence 
in the performance of green products and their pro-
environmental beliefs in general. Most consumers 
cannot easily identify greener products and they do 
not find the marketing particularly relevant or 
engaging. 
Lee (2008) Hong Kong Recycled paper, 
detergents, organic 
fruit and vegetables, 
ozone-friendly 
aerosols, energy-
efficient products 
Self-Efficacy Theory 
Identify factors that influence adolescent 
consumers’ green purchasing behaviour. 
Social influence was the top predictor of green 
purchasing behaviour, followed by environmental 
concern, concern for self-image in environmental 
protection, and perceived environmental 
responsibility as the fourth top predictor. 
Biswas and Roy (2015) India Electrical 
appliances 
Theory of Consumption Values 
Explores consumption value perceptions. 
Consumer’s price and knowledge perceptions are a 
major determinant of behavioural outcome. 
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 Lin and Huang (2012) Taiwan 
 
Eco labelling Theory of Consumption Values 
Explores the influences of consumption values 
and choice behaviour. 
Consumers with high EC and a green self-image 
support green products more, and show greater 
readiness to choose them. 
Gupta and Ogden (2009) United States Green purchase 
behaviours 
Social Dilemma Theory and Reference Group 
Theory 
Aims to better understand why, despite EC 
(attitude), consumers fail to purchase green 
products (behaviour). 
Several characteristics of the individual – trust, in-
group identity, expectation of others’ cooperation, 
and perceived efficacy – were significant in 
differentiating between non-green and green buyers. 
Martinez (2015) Spain Hotels The Hierarchy of Effects Model 
Examines the relationships between green 
loyalty, green trust, green satisfaction, and 
green overall image. 
Green overall image has positive direct effects on 
green trust, green satisfaction, and green loyalty. At 
the same time, they reveal that both green trust and 
green satisfaction have positive effects on green 
loyalty. Green trust has a positive influence on green 
satisfaction. 
Rahman, Park, and Chi 
(2015) 
United States Hotel industry Influential Discounting Behaviour Theory 
Whether recognising the ulterior motive 
caused consumer scepticism about hotels’ 
environmental claims. 
Ulterior motive of hotels’ environmental claims 
evoked consumer scepticism, which, in turn, 
negatively influenced consumers’ intention to 
participate in the linen re-use program and intention 
to revisit the hotel. 
Yang, Lu, Zhu, and Su 
(2015) 
China Natural drink Construal Level Theory 
Examines how abstract appeal and concrete 
appeal can encourage consumers to engage in 
green consumption behaviour. 
Public self-awareness and identity salience moderate 
the effects of appeal type and benefit association on 
green purchase intentions.  
Albayrak, Caber, 
Herstein, and Moutinho 
(2011) 
Turkey. 
 
Corporate green 
claims 
Model testing 
The influence of scepticism on green purchase 
behaviour was measured. 
Perceived consumer effectiveness (PCE) is the most 
important determinant that positively influences 
green purchase behaviour (GPB). Scepticism has a 
negative influence on GPB, a high level of scepticism 
significantly decreases PCE and GPB. 
Chen and Chang (2012) Taiwan Electronics 
products 
Model testing 
Explores the influences of green perceived 
value (GPV) and green perceived risk (GPR) 
on green purchase intentions (GPI) and the 
mediation of green trust (GT). 
GPV positively affects GT and GPI, while GPR 
would negatively influence both of them. The 
relationships between GPI and their two antecedents 
– GPV and GPR are partially mediated by GT. 
Fryxell and Lo (2003) China Managers 
knowledge 
Model testing 
Explores links between knowledge about 
environmental issues, how strongly 
environmental protection is valued, and 
different types of behaviours/actions. 
EK and values are more predictive of behaviours. 
Actions, EK, and values were found to have both 
main and interactive effects. Environmental values 
have a modest influence environmental advocacy. 
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 Rezai, Mohamed, 
Shamsudi, and Teng 
(2011) 
Malaysia Green produced 
Foods 
Model testing 
Demographic and attitudinal variables 
associated with influences of consumers’ 
intention to purchase. 
Educational level, income, and other factors, such as 
food safety and environmental friendliness 
significantly influence consumers’ green foods 
purchasing intention.   
Rosenbaum and Wong 
(2015) 
China Green hotels Model testing 
Investigate a guest’s subjective appraisal of a 
hotel’s green marketing program, green 
equity, value, brand, and relationship equities 
on guest loyalty. 
Green equity is significant in consumers’ assessment 
of a hotel’s marketing; however, the effect is weaker 
than other indicators, including a hotel’s value 
proposition, brand image, and loyalty programs and 
tourists are willing to pay a price premium. 
Tanner, Kaiser, and Kast 
(2004) 
Sweden Green food Model testing 
Aim is to develop an ecological consumption 
measure to detect contextual conditions that 
constrain food purchases recognised as 
environmental behaviours. 
Ecological consumption is rather susceptible to store 
and household characteristics but not to 
socioeconomic features. 
Tilikidou and 
Delistavrou (2011) 
Greece Green consumption Model testing 
Non-purchasing ecological behaviours and 
their influential factors were examined. 
Consumers who engage in recycling are highly 
educated and are influenced by their positive attitudes 
and beliefs towards recycling. 
Tsarenko, Ferraro, 
Sands, and McLeod 
(2013) 
Australia Self-image, retailer 
and peer influence  
Model testing 
External influences impact environmentally 
friendly consumption behaviour. 
Retailers can influence green consumption, self-
image mediates retailer and peer influence of green 
consumption. 
 
Qualitative Research     
Dekhili and Achabou 
(2013) 
France Ecological products Model development 
Investigates the extent to which prices of 
ecological products are considered fair. 
Some firms take into account consumers’ 
expectations and purchasing power based on the 
value of the green product, others continue to adopt a 
pricing policy that is exclusively based on 
profitability and competition. 
Mixed Method     
Gleim, Smith, Andrews, 
and Cronin (2013) 
United States Retailing Social Dilemma Theory 
Investigate individual barriers that affect 
consumers’ evaluations of green products. 
Barrier categories found were price, quality, 
expertise, trust, availability, apathy, and brand 
loyalty. 
Conceptual Research     
Delmas and Cuerel 
Burbano (2010) 
United States Greenwashing Conceptual 
Examines the external (both institutional and 
market), organisational, and individual drivers 
of greenwashing. 
Greenwashing has negative effects on consumer 
confidence in green products and environmentally 
responsible firms, making them reluctant to reward 
firms for environmentally friendly performance. 
Deshwal (2012) Delhi Green marketing Conceptual 
Discusses green marketing (GM) and why it is 
GM is still in its infancy and has to be pursued with 
much greater aspect than traditional marketing, as it 
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 important. Also focused on the problems with 
GM - distrust and lack of credibility. 
 
has environmental and social dimensions to it. 
Furlow (2009) United States Gasoline Conceptual 
Exploration of greenwashing. 
Concern over greenwashing has misled consumers 
and firms true to their environmental mission to lose 
their competitive edge. 
McGregor (2008) Canada Conceptualising 
immoral and 
unethical 
consumption 
Theory of Neutralisation 
Understanding into how consumers can justify 
the negative impacts of their purchasing 
behaviour. 
Consumers can continually or periodically rationalise 
their less than moral and ethical consumption 
decisions. 
Peattie and Crane (2005) United 
Kingdom 
Greenwashing Conceptual 
Review of green marketing since 1990. 
Five types of misconceived green marketing are 
identified and analysed: green spinning, green selling, 
green harvesting, enviropreneur marketing, and 
compliance marketing. 
Vermillion and Peart 
(2010) 
Columbia Green marketing Conceptual 
Presented information on various strands of 
the green marketing arena. 
Four interrelated issues are discussed, expense of 
green products, a concern about the perceived quality 
level of many green products, perceived benefits, and 
deceptive green communication. 
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 2.6 THEORETICAL PERSPECTIVE IN THE GREEN CONSUMPTION 
LITERATURE 
As indicated in Chapter 1, Section 1.3, the research undertaken used a 
qualitative approach and as a result, the research questions posed in the different 
sections of the literature review were qualitative in nature. This section now 
discusses the theoretical perspectives taken in the literature reviewed and argues for a 
complementary approach to extend academic and practitioner knowledge in this 
topic area. 
As noted in Table 2.2 above, much of the research into consumers' green 
consumption behaviour has been approached from a quantitative perspective. In 
further examination of the literature, interest has been shown towards using 
theoretical frameworks, such as self-efficacy theory (Lee, 2008). Research applying 
self-efficacy theory (Bandura, 1977) identified that when purchasing green products, 
green consumers exhibit psychological motivations (Lee, 2008). The theory of 
consumption values (Sheth, Newman, & Gross, 1991) has been applied to research to 
contribute to the general understanding of consumer choice behaviour to determine 
what motivates specific choices (Lin & Huang, 2012) as discussed in the self-image 
section. Social dilemma theory and reference group theory (Dawes, Mc Tavish, & 
Shakle, 1977; Messick & McClintock, 1968) have been used in the literature to 
explain that consumers make the decision to trade-off between self and collective 
group interests (Gupta & Ogden, 2009) as discussed in the scepticism section. A 
framework used in one study is the theory of neutralisation (Skyes & Matza, 1957).  
At the present time, there appears to be limited research in the marketing 
literature that takes a qualitative approach to green consumption behaviour. Table 2.2 
provides a qualitative study that investigates the why and how of decision making. 
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 Dekhili & Achabou (2013) developed a conceptual model to analyse consumer’s 
expectations in terms of price fairness in their green purchase decisions as discussed 
further in the high price section. The study’s methodological approach of realism 
consisted of a qualitative investigation combining a consumer study and a firm case 
study.  
However, it has been observed that much of the published knowledge on 
consumer behaviour and green consumption behaviour above examined the attitude 
behaviour gap using the theory of reasoned action and the theory of planned 
behaviour (Fishbein & Ajzen, 1975; Ajzen, 1980), as shown in the first 14 articles in 
Table 2.2. These theories were developed to assist with predicting intention to 
perform a behaviour by the specified beliefs that underpin individuals’ attitudes, 
together with social norms and perceptions of behaviour controls that influence their 
likelihood to perform that behaviour. The studies that applied these theories of 
adoption (shown in Table 2.2) explored a range of variables that influence green 
consumption behaviour, including intentions to purchase green products or services 
(Anastasios & Anastasios, 2014; Hong-Youl & Swinder, 2012; Liu et al., 2012; 
Phuah et al., 2012) as discussed further in the beliefs section. This theoretical 
approach tends to assume that behaviour is the outcome of a linear, and essentially 
rational process of decision making undertaken by rational individuals (Hargreaves, 
2011). 
A major reason as to why models such as the theory of planned behaviour have 
received so much attention is because they treat attitudes (and the same essentially 
applies for values, beliefs, needs, and motivations) as “situational invariant 
orientation patterns” (Bamberg, 2003, p.22). Therefore, if the necessary cognitive 
components can be identified and modified, behavioural influences will cascade 
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 across contexts throughout all areas of an individual’s lifestyle (Bamberg, 2003; 
Hargraves, 2011).  
However, it has been recognised that individuals do not exist in a social 
vacuum and, in reality, the surrounding context can override all of the cognitive 
factors included in the models (Hargraves, 2011). Critics of the strong dependence 
on such cognitive models have argued that approaches that sought to provide 
information to fill a presumed information deficit fail to appreciate the ways in which 
social relations, material infrastructures, and context are intrinsic to the performance 
of the behaviours of interest, as social practices (Hobson, 2003; Nye & Hargreaves, 
2010; Shove, 2003; Southerton, Warde, & Hand, 2004), and not merely variables 
among many others within individuals’ decision-making processes.  
To counteract this strong focus on decision models in green consumer 
behaviour literature, an approach based around ideas and theories of social practice 
can be applied as a complementary theoretical approach to address some of the issues 
in the literature (Hargreaves, 2011). Social practice theory represents a wholly 
different paradigm of social research than that found in linear models of behaviour. 
The research conducted in this thesis sought to provide a contribution to knowledge 
by applying social practice theory. Social practice theory is essentially a qualitative 
methodology that focuses on every day social practices that surround consumption 
situations, rather than a focus on what underlies consumers’ decision making. The 
principal implication of a theory of practice is that the sources of change behaviour 
lie in the development of practices themselves, and not in the decision making 
(Cappellini, 2009; Gram-Hanssen, 2011; Hargreaves, 2011; Reckwitz, 2002; 
Sahakian & Wilhite, 2014; Shove & Pantzar, 2005; Warde, 2005; Warde, 2014). 
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 Therefore, such an approach can offer a broader and more holistic conceptualisation 
of green purchase behaviour and green consumption.  
2.6.1 Social Practice Theory 
Social practice theory diverts attention away from moments of individual 
decision making and towards the doing of various social practices (Shove & Pantzar, 
2005). Further, individuals themselves are removed from centre-stage and instead 
become the carriers of social practices, carrying out the various activities and tasks 
that the practice requires (Reckwitz, 2002). The practice itself, rather than the 
individuals who perform it or the social structures that surround it, thus becomes the 
core unit of analysis (Hargraves, 2011). In practice theory, practice refers to a 
practice or practices as a noun and any action or behaviour can be viewed as part of a 
practice. The performance of various social practices is seen as part of the routine 
accomplishment of what people take to be ‘‘normal’’ ways of life (Shove, 2003, 
p.117). To understand practice theory, it is important to realise that it represents a 
particular way of understanding society, a way that takes practices as the 
fundamental and smallest unit of social analysis. Practice theory, like other versions 
of social and cultural theory, offers a system of interpretation, a conceptual 
framework that comprises a certain way of seeing and analysing social phenomenon 
(Reckwitz, 2002).  
Importantly, practice theory emphasises that it is through these engagements 
with practices that individuals come to understand the world around them and to 
develop a more or less coherent sense of self (Warde, 2005). This does not, however, 
“render individuals as passive dupes beholden to the dictates of practice”, but instead 
conceives of them as “skilled agents who actively negotiate and perform a wide 
range of practices” in the normal course of everyday life (Hargraves, 2011, p.83). 
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 However, a limitation of this approach is that there is less agreement on a unified 
practice approach. One area of disagreement, for example, centres on defining 
exactly what a practice is. Some theorists focus on the various components or 
elements that make up a practice (Reckwitz, 2002; Shove & Pantzar, 2005), others 
on the connections between these elements (Warde, 2005).  
Bringing about pro-environmental patterns of consumption, therefore, does not 
depend upon educating or persuading individuals to make different decisions, but 
instead on transforming practices to make them more sustainable (Southerton et al., 
2004). Hargreaves (2011) applied these ideas of social practices (for the first time) to 
the issue of pro-environmental behaviour change. Specifically, the study reported on 
an in-depth ethnographic case study of a single behaviour change initiative 
conducted in a workplace. The use of a practice-based approach has reconceptualised 
green behaviour change initiatives as attempts to intervene in the organisation of 
social practices (Hargreaves, 2011). The conceptual shift reveals the links between 
seemingly unrelated practices, the surrounding material infrastructure, social, and 
power relations as central to such interventions (Hargreaves, 2011).  
Further, there is a clear difference between action and actual impact when it 
comes to environmental consequences. Consumers may engage in a range of 
seemingly pro-environmental activities on a daily basis, but these actions do not 
always address environmental priority areas, and are therefore not necessarily 
achieving greater environmental sustainability (Sahakian & Wilhite, 2014). For 
example, the environmental benefits of riding a bicycle to work every day instead of 
driving a car may be cancelled out by regular airplane trips to faraway destinations. 
However, one important property of social practices is that they are far from static: 
how consumers go about their daily lives has changed and continues to change over 
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 time, and in different locations. Social practice theory represents a promising 
theoretical framework to deliver new insights to influence more environmental 
consumption practices (Sahakian & Wilhite, 2014). 
Based on the aforementioned discussion, social practice theory formed the 
methodological framework for the research in this thesis to address the research 
questions posed in the literature review. Section 3.7 further discusses the social 
practice theory methodological techniques used in this thesis. 
2.7 CONCLUSION 
This chapter has provided an extensive review of literature relating to the topic 
areas of green marketing, green consumption, and green purchase behaviour. This 
chapter has also presented five research questions drawn from the various sections 
that guided the program of research in this thesis. In theory, the objective of green 
marketing is to not only communicate firms’ green initiatives, but also to encourage 
green consumption and provide the means, which includes knowledge to attain these 
ideals. Green marketing should communicate to consumers how firms’ are 
determined to convert their internal and external processes in order to achieve the 
above objective. However, in spite of the fact that consumers express strong pro-
environment sentiments and a preference for green products, the level of green 
consumption and green purchase behaviour remains too small to translate into a 
significant environmental impact. This chapter has also provided a discussion on the 
theoretical perspectives taken in the literature reviewed and argues for using social 
practice theory as a complementary approach to conducting research into green 
purchase behaviour. The next chapter presents an overview of the research 
methodology and design used to address the research questions presented in this 
chapter. 
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 Chapter 3: Methodology 
3.1 CHAPTER OVERVIEW 
Chapter Two provided an extensive review of literature relating to the topic 
areas of green marketing, green consumption, and green purchase behaviour. Current 
literature in the field of green consumption focuses on the influences, barriers, and 
decision making of consumers’ in their purchase behaviour. This research aims to 
contribute to the knowledge revealed in Chapter Two by presenting a complementary 
approach to extend academic and practitioner understanding in this topic area. This 
chapter explains in depth how the research was structured and conducted. The aims 
and objectives of the research are clearly defined and associated to the previously 
identified limitations in published knowledge. It was noted in the final section of 
chapter two that much of the current research is qualitative in nature, with limited 
attention to trying to uncover consumers’ rich views on the topics of interest. 
Therefore, the research takes a qualitative approach through a realist perspective. In 
order to justify and strengthen the academic rigor of the results of this research, each 
element of the methodology is comprehensively discussed, including the theoretical 
framework under which the research was conducted, the sampling technique, the 
interview guide for data collection methods, and the data analysis methods.  
The remaining sections of this chapter are structured as follows: Section 3.2 
reiterates the research aims. Section 3.3 outlines the chosen philosophical 
perspective, while Section 3.4 discusses the qualitative research methodology. 
Section 3.5 outlines the research design. Following this, Section 3.6 details the 
interview method and interview guide. Section 3.7 integrates the discussion of the 
qualitative nature of the social practice theory research method. Next, Section 3.8 
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 delineates the data collection procedures and Section 3.9 describes the sampling plan. 
Section 3.10 includes the data analysis. A discussion of the reliability and validity 
undertaken is provided in Section 3.11, and ethical considerations are detailed in 
Section 3.12. Finally, Section 3.13 provides a concluding summary of the chapter. 
3.2 RESEARCH AIMS 
 Based on the five research questions raised in the literature review, the aims 
of the research were chosen to provide an investigation into consumer perceptions 
and attitudes in order to discover how firms’ green marketing initiatives influence 
green consumption. Therefore, this research examined:  
• How consumers’ interpret green marketing communications to investigate 
the influences these messages have on consumers’ decisions regarding 
firms’ green credentials and their influences on subsequent purchase of 
green products or services. 
• How green consumers’ interpret or make sense of their green consumption 
behaviour in their everyday lives. Despite the importance of consistency in 
individuals’ green consumption behaviours, there is still limited 
understanding regarding how green consumers’ interpret or make sense of 
their green consumption behaviour. 
• What motivates green consumers’ to purchase green products. Despite the 
importance of understanding how to convert intentions to purchase into 
actual green purchase behaviour, there still seems to be limited 
understanding regarding what it is that motivates green consumers’ to 
purchase green products. 
54 Chapter 3: Methodology 
 • The social influences that reflect consumers’ consumption of green 
products or services. Consumers may be more inclined to adopt green 
behaviour due to the opinion of their reference group, such as family, 
friends, or relatives. Research suggests that green purchase behaviour is a 
form of symbolic consumption, as consumers consider not only individual, 
but also social values, ideals, and ideologies. However, this area of 
research is limited in the literature. 
• The barriers that impact consumers’ consumption of green products or 
services. Research indicates that consumers can justify the negative 
environmental impacts of their purchasing behaviour, and they can 
rationalise their less than green consumption decisions by dismissing or 
downplaying the negative green impacts of their purchasing behaviour. 
This research did not, therefore, aim to prove the value of green marketing or 
green consumption behaviour. Instead, the research aimed to complement and extend 
the current focus in the literature that tends to focus on a linear, rational process of 
behaviour to a broader and more holistic conceptualisation of green purchase 
behaviour and green consumption. By examining these dimensions through social 
practice theory to underpin this research, this research aimed to enhance the 
published knowledge regarding the current limitations in the literature highlighted in 
Chapter Two.  
3.3 PHILOSOPHICAL PERSPECTIVE 
The selection of a philosophical perspective to a program of research delineates 
the ontological, epistemological, and methodological approaches to be implemented 
when conducting the research. The research perspective establishes the philosophical 
approach that the research will apply to the study and how the research is conducted. 
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 The research begins with an inquiry process with philosophical assumptions about 
the nature of reality (ontology), how individuals know what is known 
(epistemology), and the nature in which the research emerges (methodology) 
(Creswell, Clark, Hanson, & Morales, 2007). The philosophical perspective is 
fundamental to decisions of this research regarding method; therefore, its importance 
is vital (Crotty, 1998). The four dominate research paradigms of positivism, 
constructivism, critical theory, and realism are outlined in Table 3.1. 
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 Table 3.1 Four Dominate Research Paradigms 
Element 
 
Positivism Constructivism Critical 
Theory 
Realism 
Ontology: 
 
Reality is real 
and 
apprehensible 
Multiple local 
and specific 
constructed 
realities 
Virtual reality 
shaped by 
social, 
economic, 
ethnic, 
political, 
cultural, and 
gender values, 
crystallised 
over time 
Reality is real 
but only 
imperfectly and 
probabilistically 
apprehensible; 
therefore, 
triangulation 
from many 
sources is 
required to try 
to know it 
 
Epistemology: 
 
Findings true 
– researcher 
is objective 
by viewing 
reality 
through a 
one-way 
mirror 
Created 
findings – 
researcher is a 
passionate 
participant 
within the 
world being 
investigated 
Value 
mediated 
findings – 
researcher is a 
transformative 
intellectual 
who changes 
the social 
world within 
which 
participants 
live 
Findings 
probably true – 
researcher is 
value-aware 
and needs to 
triangulate any 
perceptions he 
or she is 
collecting 
 
Methodology: 
 
Mostly 
concerned 
with a testing 
of theory. 
Thus, mainly 
quantitative 
methods, 
such as 
survey, 
experiments, 
and 
verification 
of hypotheses 
 
In-depth 
unstructured 
interviews, 
participant 
observation, 
action research, 
and grounded 
theory research 
Action 
research and 
participant 
observation 
Mainly 
qualitative 
methods, such 
as case studies 
and convergent 
interviews 
Source: Sobh and Perry, 2006.  
 
 
This research is underpinned and guided by the philosophical perspective of 
realism (Sobh & Perry, 2006). A realist paradigm, as outlined by Guba and Lincoln 
(1994), was adopted to investigate the identification and absorption of new 
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 knowledge at the individual level. This approach assumes that a social reality exists 
of which understanding can be sought. Moreover, it places importance on efforts of 
objectivity, while also acknowledging that inquiry should be within natural settings 
and include the collection of situational information with an aim for discovery (Guba 
& Lincoln, 1994). A practical effect of a realism approach to research design is that 
realism research will often consist of two stages. The first stage will be relatively 
exploratory, while the literature is step-by-step enfolded around sequential interview 
data (Sobh & Perry, 2006). Moreover, in realism research, the researcher should start 
reading the literature about the phenomenon before the first interview and continue 
reading it while the interviews are proceeding, enfolding the literature around the 
finding as they emerge from the interviews. Having prior knowledge also helps in the 
selection of interviewees, and allows the opening and probe questions in the first and 
later interviews to be more effective and efficient. It also helps the researcher to 
make more believable, small encouraging noises during the interview, as well as 
helping the researcher to recognise when something important has been said (Sobh & 
Perry, 2006). In this way, rapport and interview dynamics are assisted through 
sharing and concerns (Sobh & Perry, 2006). Such an approach allows this study to 
offer insights into real world practice, in addition to making a theoretical contribution 
to this research area; therefore, the research is well matched with the realism 
approach.  
The research design is guided by considerations of the methodological fit, 
which is defined by Edmondson and McManus (2007) as the “internal consistency 
among elements of a research project, including the research question, literature 
review, research design, and theoretical contributions” (p.1155). The aim of this 
study was to examine participants’ interpretations and to share their thinking about 
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 ideas relating to their green consumption and purchase behaviours. The intent for this 
study was to make sense of the meanings described by the participants in order to 
inductively develop a pattern of meaning, interpret that meaning, and identify their 
socially constructed nature of reality. Therefore, in line with the realist perspective, 
this research adopted a qualitative research methodology (Sobh & Perry, 2006).  
3.4 QUALITATIVE RESEARCH METHODOLOGY 
Qualitative research argues that social research involving human beings and 
social situations warrants a more subjective meaning-centric approach (Robson, 
2011). Qualitative research interprets meaning from the experiences of individuals, 
including how they interpret, understand, and experience the social world (Creswell, 
2013). The value of using of a qualitative approach is well documented, as it does not 
impose a structure; rather, it allows participants to describe phenomenon in their own 
terms (Hollensbe, Khazanchi, & Masterson, 2008). Qualitative methodologies have 
been valuable in the study of how people make sense of their world and how they 
reflect on their experiences (Luzio & Lemke, 2013; Shaw & Riach, 2011; Yu, 2011).  
The methodology can play an important role in discovering new variables and 
relationships, uncovering complex phenomena, and better understanding the 
influence of the social context (Birkinshaw et al., 2011; Miles & Huberman, 1994; 
Shah & Corley, 2006). 
Moreover, the selected method provides contextual information and rich 
insight into individuals’ behaviour (Guba & Lincoln, 1994). Such research 
emphasises the value-laden nature of inquiry, seeks answers to research questions, 
and stresses how the participants’ social experience is created and given meaning. 
The intent for this study was to make sense of the meanings described by the 
participants in order to inductively develop a pattern of meaning, interpret that 
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 meaning, and identify their socially constructed nature of reality. As the primary aim 
of this study was to examine the phenomenon of green purchase behaviour, the 
qualitative approach was deemed the most appropriate approach. The discussion 
highlights that this approach is a credible research method and consistent with 
realists’ epistemology.  
3.5 RESEARCH DESIGN 
This study used phenomenological research as a design strategy. 
Phenomenologists describe what all participants have in common as they experience 
a phenomenon of interest. In this way, phenomenologist’s work much more from the 
participants’ specific statements and experiences, rather than abstracting from their 
statements to construct a model from the researcher’s interpretations (Creswell et al., 
2007). Phenomenology is not only a description, but also an interpretive process in 
which the researcher makes an interpretation of the meaning of the lived experiences. 
“Phenomenology is a strategy of inquiry in which the researcher identifies the 
essence of human experiences about a phenomenon as described by participants” 
(Creswell et al., 2007, p.13). This design allows the researcher to identify the 
essences of consumers’ green purchase behaviour; therefore, the phenomenological 
research design strategy is well matched with this study.  
Most discovery-oriented projects’ aims dictate the use of phenomenological 
interviewing over more structured approaches to inquiry (Granot, Brashear, & Motta, 
2012). The technique is better suited for establishing validity of research propositions 
as it permits an understanding of the subjective meanings of participants’ lived 
experiences (Granot et al., 2012). The research design method used in this study 
involved in-depth interviews using a semi-structured interview format, where the 
wording and the order of the questions were influenced by the interviewees’ 
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 responses and probing questions were used to gain more depth to the answers the 
participants initially provided (Granot et al., 2012). Therefore, in line with the 
phenomenological research design strategy, the interview research method is well 
matched to this study. 
3.6 INTERVIEW RESEARCH DESIGN  
The purpose of in-depth interviewing is to examine the experience of others 
and the meaning they make of that experience (Seidman, 2012). Interviews are 
especially beneficial when motivated to provide thick descriptions, when the main 
objective is to achieve deep understanding of participant thought paths and choices 
(Freeman, 2014; Usunier & Sbizzera, 2013). An example of content research that has 
applied this approach is Dekhili & Achabou (2013). The objective of this research 
was to explore consumers’ price perceptions in the case of ecological products and to 
determine the reasons for the acceptance or rejection of monetary differences and 
individual face-to-face open interviews were conductes. A basic assumption in in-
depth interviewing research is that the meaning people make of their experience 
affects the way they carry out that experience (Granot et al., 2012). Having 
respondents fill in surveys restricts their ability to both provide personal input and 
make meaning of their experiences. However, interviewing allows participants to put 
their behaviour in context and to understand their behaviours (Granot et al., 2012). 
In-depth interviews were chosen for this study rather than focus groups to reduce the 
effect of group processes, and so that participants were not swayed by the opinions of 
others that might not be reflective of their individual views (Andrews & Boyle, 2008; 
Stokes & Bergin, 2006); in this case, green purchase behaviour and green 
consumption. The aim was to have participants reconstruct their experiences and the 
way they carry out those experiences.  
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 The in-depth interview technique allows the researcher to refine the questions, 
and add additional questions after each interview to ensure adequate exploration of 
the issues arising in a topic area (Rao & Perry, 2003). The probe questions help to 
provide additional important information so that after each interview, agreements and 
disagreements among participants can be observed and examined in the next 
interview (Rao & Perry, 2003). The method is cross sectional, as the interviews are 
about how the participants feel at that point in time (Zickmund, Ward, Lowe, & 
Winzar, 2007). Therefore, an in-depth interview method is suitable to almost any 
issue involving the experience of people (Seidman, 2012), and was the most 
appropriate for this study. 
3.7 SOCIAL PRACTICE THEORY 
It will be recalled that social practice theory directs research attention towards 
the practical accomplishment or ‘doing’ of everyday practices (Hargreaves, 2011, 
p.84), as was discussed in detail in section 2.6. Accordingly, it implies the use of 
methodological techniques capable of understanding what actually happens in the 
performance of practice, rather than relying solely on the results of quantitative 
results, such as questionnaire surveys (Hargreaves, 2011). However, this may restrict 
the ability of practice theory accounts to make universal generalisations that hold 
true across different contexts, an issue that would be seen as a significant 
disadvantage in the conventional quantitative psychological paradigm.  
Social practice theorists focus on the various components or elements that 
make up a practice. For example, Warde (2005) offered the view that there are inside 
(the individual contests routines as they improvise new doings) and outside (as 
different practices come into contact with each other) practices. Reckwitz (2002) 
believed that practices involve the body, mind, things, knowledge, 
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 discourse/language, and structure/process. In addition, Sahakian and Wilhite (2014) 
proposed that practices consist of the body (cognitive processes, physical 
dispositions), the material world (technology, infrastructure), and the social world 
(settings, norms, values, institutions). Shove and Panzar (2005) proposed that 
practices are made up of assemblages of images (meanings and symbols), skills 
(forms of knowledge, procedures), and stuff (materials, technology). Table 3.2 
summarises the key elements in the different approaches to social practice theory. 
For the purposes of this research, the Shove and Panzar (2005) framework was 
selected, as it enhances understandings about actual practices in relation to 
consumers' green consumption and purchase behaviour. The image dimension 
focuses on socially shared ideas or concepts associated with the practices that give 
meaning to it, reasons to engage in it, and reasons for what it is for. The skills 
dimension is learned bodily mental routines, including consumers’ know-how, their 
levels of competence, and ways of feeling and doing the practice. The stuff 
dimension refers to the tangible and material elements deployed in the practice 
(Shove & Pantzar, 2005). Additionally, the use of interviews leads to richer and more 
subtle accounts of action in context that are also more valuable (Flyvbjerg, 2001; 
Hargreaves, 2010). Therefore, in line with social practice theory methodology, the 
in-depth interview method is well matched to the study in this thesis.  
Table 3.2 Key elements in the understanding of practices  
Shove and Panzar 
(2005) 
Warde (2005) Reckwitz (2002) Sahakian and Wilhite 
(2014) 
Assemblages of images 
(meanings and 
symbols) 
 
Skills (forms of 
knowledge, procedures)  
 
Stuff (materials, 
technology) 
Inside practices (the 
individual contests 
routines as they 
improvise new doings) 
 
Outside practices (as 
different practices 
come into contact with 
each other) 
Body 
Mind 
Knowledge 
Discourse/ 
language  
 
Structure/process 
 
Things 
Body (cognitive processes, 
physical dispositions)  
 
The material world 
(technology, infrastructure)  
 
The social world (settings, 
norms, values, institutions). 
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 3.8 DATA COLLECTION 
The results sought in this realism research were not based on an experiment 
that shows that A directly causes B. In social science phenomena, there are few 
direct A to B causality links, as any links are strongly influenced by the context 
(Sobh & Perry, 2006). In realism research, the researcher should start reading the 
literature about the phenomenon before the first interview and continue reading it 
while the interviews are proceeding, enfolding the literature around the findings as 
they emerge from the interviews (Sobh & Perry, 2006). The interview questions are 
developed to clearly link to the research questions to ensure the strength of the 
research stays focused on the research aims.  
The interview begins with an outline of the general research topic of interest 
and explains what the participants can expect and how long it takes. It is also the 
opportunity for them to sign the consent form that outlines their rights when 
participating in the research. In this research, the first section focused on the 
individuals green consumption. The second section focused on their perceptions and 
attitudes about green marketing. The third section’s focal point related to their 
perceptions of firms’ green initiatives (see Appendix A - Interview Question Guide). 
In addition to the key questions, probing questions were used to gain more depth to 
the answers initially provided by the participants, so that other information could 
present itself to more fully explore the topics.  
3.9 SAMPLING PLAN 
In qualitative research, sample selection has a profound effect on the ultimate 
quality of the research (Coyne, 1997). Theoretical sampling is a method of data 
collection based on concepts derived from data. Moreover, what makes theoretical 
sampling different from conventional methods of sampling is that it is responsive to 
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 the data. This responsive approach makes sampling open and flexible. Concepts are 
derived from data during analysis and questions about those concepts drive the next 
round of data collection (Strauss & Corbin, 2008). The use of theoretical sampling in 
this research permitted the determination of who should be sampled, in order to 
invite participants who could provide rich insights into the topic area being 
researched, and emerging codes and categories determined where to sample next 
(Coyne, 1997).  
Further, the sampling technique used in this study after the initial participants 
were recruited involved snowball sampling. The snowball sampling technique is a 
procedure where participants are selected by probability methods, and additional 
participants are obtained from an initial participant (Zikmund, Babin, Carr, & 
Griffin, 2010). Participants exert a significant amount of influence on how research 
examiners existing social dynamics and consequently, how additional knowledge can 
be gained (Pawson, 2006). Snowball sampling, therefore, can assist researchers to 
access further participants or gain entry into new social groups which is particularly 
useful when other means of recruiting have been exhausted (Noy, 2008). In the 
context of the research in this thesis, green consumption behaviour may not 
necessarily be regarded a conspicuous consumption behaviour, therefore, having 
access to individuals who can inform the research may be more difficult without 
existing participant referrals. Hence the evolving “snowball” effect, captured in a 
metaphor that touches on the central quality of this sampling procedure: its 
accumulative (diachronic and dynamic) dimension (Noy, 2008, p.330). The 
employment of snowball sampling in organic social networks brings social 
knowledge that is viewed as dynamic and emergent (Noy, 2008). Snowballing is 
illuminating, not only in relation to marginalised, stigmatised groups. Elitist groups 
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 often practice the rights and power they possess by monitoring and controlling 
accessibility (Odendhal & Shaw, 2001). Snowball sampling has two different facets; 
sampling and interviewing, which are in effect inextricably interrelated. Therefore, 
the sample plan selection is well matched with this study. 
3.9.1 Sample Design 
The sampling design process of this study included five steps that were closely 
interrelated and relevant to all aspects of this research project, from problem 
definition to the presentation of results (Malhotra, 2006). The five steps of the 
sampling design process were included sequentially; defining the target population, 
determining the sample frame, selecting the sampling technique (discussed above in 
Section 3.8), determining the sample size, and executing the sampling process. 
(Figure 3.1)  
 
Figure 3.1 Five Step Sampling Design Process  
(Source: Malhotra, 2006). 
 
3.9.2 Define the Target Population 
The target population is the theoretically defined aggregation of population 
elements of interest to the researcher, or to which the researcher wishes to generalise 
findings (Zikmund et al., 2010). The target population should be defined in terms of 
sampling units. Therefore, the unit of analysis in this study was Australian 
Execute the Sampling Process 
Determine the Sample Size 
Selecting a Sampling Technique 
Determine the Sampling Frame 
Define the Target Population 
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 consumers, both male and female. These consumers were required to be at least 18 
years of age. 
3.9.3 Determine the Sampling Frame 
A sampling frame is a representation of the elements of the target population 
(Malhotra, 2006). The sampling frame for this study was Australian consumers 
residing in South East Queensland. While participants were required to be over the 
age of 18, it was also considered relevant to interview people from different age 
groups with a view to capturing different viewpoints on the research area. A simple 
method in relation to age groups is through sampling generational cohorts. Therefore, 
the sample frame included participants from Generation Y, Generation X, Baby 
Boomers, and the Grey Market which also meant that requiring participants to be at 
least 18 years of age was automatically met. In relation to the research area, sampling 
age related cohorts is valuable since “groups of individuals who are born during the 
same time period, travel life together, and experience similar external events during 
their late adolescent/early adulthood years” (Schewe & Meredith, 2004, p.51). 
Moreover, cohorts share a common social, technological, political, historical, and 
economic environment (Duh & Struwig, 2015). The events from these environments 
are referred to as defining moments and influence people’s values, beliefs, 
preferences, purchase and consumption behaviour in ways that remain with them for 
their entire lifetime (Nobel & Schewe, 2003; Williams et al., 2010). Therefore, the 
use of a sample of participants from different generational cohorts aids in covering a 
range of views and behaviours that can reflect changing attitudes and behaviours 
towards environmental and sustainability issues that result in green consumption 
behaviour. 
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 3.9.4 Determine the Sample Size 
For research designs using a qualitative research method, such as this study, the 
sample size is typically small (Malhotra, 2006). Phenomenologist would argue that 
smaller numbers of participants provide greater depth and understanding, and a 
contextual view of the phenomena under consideration (Harker, 2008). In addition, 
there is a point of diminishing return to a qualitative sample − more data does not 
necessarily lead to more information as the study goes on (Mason, 2010). 
“Qualitative samples must be large enough to assure that most or all of the 
individuals insights that might be important are uncovered, but at the same time, if 
the sample is too large data becomes repetitive and, eventually, superfluous” (Mason, 
2010, p.13). There are limited sources providing guidelines to actual sample sizes 
(Guest, Bunce, & Johnson, 2006). However, Creswell (1998) suggested five to 
twenty-five as a suitable sample size for a phenomenological study.  
Sample size is dependent on "the completeness of the information obtained 
from analysis of the transcripts" (i.e., saturation), with interview quality and 
participant diversity in the included sample being considered more important than the 
absolute number of interviews (Kerr, Nixon, & Wild, 2010, p.272). Adequacy of 
sampling relates to the demonstration that saturation has been reached, which means 
that depth as well as breadth of information is achieved (Bowen, 2008). Qualitative 
researchers often make decisions related to the adequacy of their sample size based 
on the notion of saturation (O’Reilly & Parker, 2012). It is argued, therefore, that the 
researcher should be pragmatic and flexible in their approach to sampling and that an 
adequate sample size is one that sufficiently answers the research question (Marshall, 
1996).  
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 The number of participants required to reach saturation in a study cannot be 
accurately estimated in advance, as this will depend on many factors (Morse, 2000). 
These include the scope of the study, the nature of the topic, the amount of useful 
information obtained from each participant, the study design, the sampling strategy 
and the qualitative method used (Sandelowski, 1995; Morse, 2000). However, “it is 
impractical to embark on a qualitative research project without having any idea of 
how many participants might need to be interviewed” (Kerr, Nixon, & Wild, 2010, 
p.272). Finally, the sample size is guided by consideration of resource constraints. 
Due to the resource restraints of this research project, the possibility of sampling 
error was unavoidable and it is recognised that in practice, conducting a study in the 
absence of a certain amount of sampling error is almost impossible (Zikmund et al. 
2010). Therefore, in line with Creswell’s (1998) considerations, the sample size in 
this study was twenty participants – with five participants interviewed from four age 
groups.  
3.10 DATA ANALYSIS 
The aim of data analysis in a qualitative study is to determine categories, 
themes and relationships that reflect the participants’ view of the research topic 
(McCracken, 1988). This is achieved by segmenting the data. Data analysis in 
qualitative research is iterative and cyclical (Lincoln & Guba, 1985; Strauss & 
Corbin, 1998). Additionally, as qualitative data is so thick and rich, typically not all 
of the information in the interviews can be used (Creswell, 2013). An iterative 
process of constant comparison between the data and theory was followed 
throughout the analysis stages of this study (Strauss & Corbin, 1998). Evidence of 
this iterative process is most noticeable throughout Chapter Four, which describes 
the emergent themes to address each of the research questions and the interplay 
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 between theory and the data. Figure 3.2 illustrates the data analysis process followed, 
showing a number of interlinked stages. These are summarised into three broad 
processes: 3.10.1 Data Preparation, 3.10.2 Data Coding, and 3.10.3 Data 
Interpretation. Each is discussed in the following section. 
 
Figure 3.2 Data Analysis Process                                                                                           
(Source: Adapted from Creswell, 2013) 
 
3.10.1 Data Preparation 
The first stage of data analysis involved the organisation and preparation of the 
raw data. The audio recordings of the interviews were transcribed verbatim by a 
professional transcriber. To check for accuracy, the researcher examined the 
transcripts while listening to the recordings again. Thematic analysis was used to 
identify, analyse, and report patterns or themes that emerged from the data (Braun & 
Clarke, 2006). Using Shove and Pantzar’s (2005) framework to sensitise the thematic 
analysis within a realist methodology, the focus was on descriptions of events, 
realities, meanings, and experiences within the discourses that influence a society 
Interpret the meaning of themes 
Interrelate themes 
Themes - Aggregate categories 
Code the data                                                          
Open coding, Axil coding, Selective coding 
Read through all data, listen to audio recordings 
Organise and prepare raw data for analysis 
Transcription of interviews 
Data Interpretation 
Data Coding  
Data Preparation 
Establish        
Trustworthiness 
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 (Braun & Clarke, 2006). The transcripts were read closely to identify and code initial 
patterns relevant to the framework dimensions. 
3.10.2 Data Coding 
The interview data was coded and re-coded in a recurring analytic process in 
order to conduct a thematic analysis. Coding is one of the significant steps taken 
during analysis to organise and make sense of textual data (Basit, 2003). What 
coding does, above all, is “allows the researcher to communicate and connect with 
the data to facilitate the comprehension of emerging phenomena and to generate 
theory grounded in the data” (Basit, 2003, p.145).  
Open coding 
Open coding was applied to develop initial categories and reduce the data to a 
manageable size. Open coding is related to conceptual categories comparing codes of 
events, behaviours, and words (Marshall & Rossman, 2011). Reduction data implies 
aggregating and partitioning them according to some decision rules that may be, at 
best, tentative or intuitive, but that always have important consequences (Huberman 
& Miles, 1983). Strauss's (1987) open coding technique was used to inductively 
identify themes in the data. Basic guidelines for conducting open coding were 
carefully adhered to, including labelling themes with codes to preserve the 
participants' meanings (Strauss & Corbin 1990). This first step of the coding 
involved immersion in the data. The data was read, with visible categories noted, and 
ideas and themes recorded.  
A starter-list of structural codes was initially used for coding categories. These 
codes were developed around the social practice theory frameworks − Shove and 
Panzar’s (2005) Image, Skills and Stuff practices. These initial codes were structural 
and not content specific, but provided an important framework that allowed the data 
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 to be broken down, and provided a logical framework from which a second layer of 
open codes could be inductively developed. As the analysis proceeded, a second 
layer of open codes was identified through a more inductive coding process, allowing 
flexibility for context specific codes to flow and form from the data (Strauss & 
Corbin, 1998). The categorisation of the coding investigated higher and lower level 
coding hierarchy to gain a deeper understanding of emergent themes. Categorisation 
is a method of data clustering where ideas, relationships, and dialogue are grouped to 
discover common principles (Basit, 2003). Initial structural codes were used to 
develop further sub-codes and themes, these were – images: meanings, symbols; 
skills: knowledge, processes; and stuff: materials, technology.  
Axial coding 
Axial coding was then used to explore the relationships of the categories, make 
connections between them, and understand the correlations (Kendall, 1999). Axial 
coding focuses on the conditions that give rise to a category (phenomenon), the 
context (specific set of properties) in which it is embedded, the action/interactional 
strategies by which the processes are carried out, and the consequences of the 
strategies (Kendall, 1999). During the axial coding stage sections a colour scheme 
was applied to the data to reflect the emergent conceptual themes and sub-category 
codes. 
Selective coding 
The final level of coding assumed was selective coding. Selective coding is a 
process for selecting the central or core categories of the study, and systematically 
relating them back to the other categories, filling in categories that needed further 
refinement (Strauss & Corbin, 1998). Selective codes were formed by connecting 
and consolidating the axial codes. By doing so, a story began to emerge describing 
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 the central themes and practices of this study and these provide the foundation for the 
findings discussed throughout Chapters Four and Five. A data coding book was 
developed using a constant comparative approach to further enrich the illumination 
of common themes (see Appendix B Code Book).  
3.10.3 Data Interpretation 
The final stage of the data analysis involved the collection of the final codes 
and categories into themes that reflected the core premise of this study that, 
therefore, provide the foundations for this study’s findings and conclusions. The data 
in this study was triangulated using multiple methods, including examining all 
response data and identifying literature sources to validate the responses, and 
leveraging the input of research supervisors as objective auditors of the research 
themes and findings. Such process of triangulation improved the accuracy of the 
study by validating the results against the literature and external subject matter 
experts (Creswell, 2002). The iterative process of data collection, coding, and data 
analysis resulted in central themes that addressed the research problem and provided 
answers to the research questions. 
3.11 ESTABLISHING RELIABILITY AND VALIDITY 
Rigor in qualitative research involves in-depth planning, careful attention to the 
phenomenon under study, and productive, useful results (Fereday & Muir-Cochrane, 
2008). This research incorporated measures that responded directly to the issues of 
reliability and validity in the qualitative study (Shenton, 2014). Four criteria should 
be considered by qualitative researchers to ensure reliability and validity. 
Trustworthiness in interpretive research is ensured by attending to the four criteria: 
credibility, transferability, dependability, and confirmability (Lincoln & Guba, 
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 1985). Table 3.3 provides a discussion of the provisions that were made by this 
qualitative research to address the four criteria for trustworthiness. 
Table 3.3 Four Criteria for Trustworthiness 
Quality 
criterion 
Possible provisions made by a researcher 
 
Credibility • Adoption of appropriate, well recognised research 
methods  
• Tactics to help ensure honesty of informants  
• Iterative questioning in data collection dialogues  
• Debriefing sessions between researcher and superiors  
• Peer scrutiny of project  
• Use of reflective commentary  
• Description of background, qualifications and experience 
of the researcher  
• Thick description of phenomenon under scrutiny  
• Examination of previous research to frame findings 
 
Transferability • Provision of background data to establish the context of 
the study and detailed description of phenomenon in 
question to allow comparisons to be made 
 
Dependability • In-depth methodological description to allow the study to 
be repeated 
 
Confirmability • Triangulation to reduce the effect of investigator bias  
• Admission of researcher’s beliefs and assumptions  
• Recognition of shortcomings in the study’s methods and 
their potential effects. In-depth methodological description 
to allow integrity of research results to be scrutinised  
 
Source: Shenton (2014). 
 
Once the interviews were conducted, checks on the data were put into place 
to ensure reliability and validity. Several steps were taken to guarantee that these 
criteria were met: (1) the data was collected in a natural setting and in real time; (2) a 
professional was used to transcribe the recording of the data; (3) a backup recording 
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 was also used to assist with interpretation; (4) a detailed first-order analysis, or thick 
description, was provided so that others can judge the plausibility of the findings and 
their applicability to other settings; (5) an inquiry audit was conducted by an 
independent auditor who examined the process of inquiry and reviewed the records 
(interview transcripts and coding sheets) to ensure no grievous errors in 
interpretation were made. The transcriber that was hired is trained to replicate taped 
interviews, noting pauses, overlapping talk, incomprehensible speech, and 
response/non-response tokens (e.g., uh huh, mm, yeah, etc.) (Oliver, Serovich, & 
Mason, 2005). It is concluded that the interpretations made in this study were 
reasonable, and that they accurately reflected the data. 
3.12 ETHICAL CONSIDERATIONS 
Ethical guidelines focus on issues relevant to reporting the results (Denzin, 
2009). Authors have an obligation to address the ethical decisions that shape their 
research, including “how the inquiry was designed, executed, and organised” 
(Denzin, 2009, p.151). Ethical considerations include three key areas: the 
participant’s rights, the researcher’s professional responsibilities, and the researchers 
and participant’s mutual rights and responsibilities. The three key areas of ethical 
considerations and how they were implemented into this research are outlined in 
Table 3.4. 
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 Table 3.4 Ethical Considerations 
 Ethical considerations implemented in this study 
 
Participant’s rights • Voluntary participation of the research was achieved 
and documented through signed interview consent 
forms (see Appendix C Interview Consent Form).  
• Transcripts were maintained in complete 
confidentiality and anonymity. 
• The research had no adverse effects on the 
participants. 
• No special care or parental authority was required, 
as all of the participants were all above the age of 
consent. 
• The participants were informed that they were being 
recorded. 
• Assurance of honesty and sincerity was provided 
both verbally and through the participation 
document. 
• No incentives, such as money or prizes, were used 
to coerce the participant’s answers.  
 
Researcher’s 
professional 
responsibilities 
• Research transcript records and participant 
information was securely uploaded and stored. 
• Research findings were accurately reported. 
• The interviewer did not made false claims about 
their profession or skills. 
• The interviewer did not bring discredit to QUT in 
any way. 
 
Researcher’s and 
participant’s mutual 
rights and 
responsibilities 
• The QUT ethics community guidelines and codes of 
conduct for research requirements were adhered to. 
• Transparency towards informing the participant 
about participation was executed according to the 
guidelines for research. 
 
 
Incentives for participating, consent waivers and confidentiality agreements, 
and conflicts of interest have been presented and discussed (Denzin, 2009). 
Reporting is accurate, free of plagiarism, fully accessible to others, and without 
falsification or fabrication of data or results (Denzin, 2009). The data is presented in 
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 such a way that any qualified researcher with a copy of the relevant data could 
reproduce the results (Denzin, 2009). It is concluded that all aspects of the ethical 
considerations have been vigilantly implemented and fulfilled in this study. 
3.13 CONCLUSION 
This chapter provided an overview of the methodological decisions made in 
this study as a result of its realist perspective. First, justification was given for a 
qualitative approach using an interview research design. Following this, a discussion 
on sampling delineated the considerations taken to arrive at the final sample, as well 
as details of the sampling frame. Finally, the method was explained, along with data 
analysis, and issues of reliability, validity, and ethics. The following chapter 
transitions into an explanation of the results of the conducted data analysis. 
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 Chapter 4: Findings 
4.1 CHAPTER OVERVIEW 
Chapter Three provided an in-depth discussion of the methodology and research design 
for the qualitative study undertaken in this thesis. In particular it explained the application of 
the social practice theory that guided the thematic analysis of the interview data to address 
the research questions derived in the literature review in Chapter Two.  
This chapter presents the results of the thematic analysis that was conducted. Section 
4.2 begins by discussing the application of social practice theory to qualitative data. Section 
4.3 outlines the sample characteristics. The results of the interview data reported in this 
chapter are provided in Section 4.4 and organised into five sub-sections. Each of the sub-
sections is headed by one of the five research questions. Section 4.5 presents additional 
thematic findings that were evident in the interview data. This thesis adopted Shove and 
Pantzar’s (2005) understanding of social practices: images, skills, and stuff. Therefore, the 
five research question sub-sections are then broken into the social practice theory framework 
images, skills, and stuff in order to clearly show the application of the framework to the 
research question findings. Under each of the framework sections a discussion of the thematic 
findings is presented. The emergent themes are linked to the five research questions and 
empirically reflect the aspects related to social practice theory.   
4.2 APPLICATION OF SOCIAL PRACTICE THEORY TO QUALITATIVE DATA 
As mentioned in Chapter Three, section 3.7, Shove and Pantzar’s (2005) social practice 
theory framework was applied in this study. This framework explores qualitative data from 
three separate areas of practice: images, skills, and stuff (Shove and Pantzar, 2005) and was 
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 used to enhance understandings about the actual practices towards green consumption evident 
among the interviewees. The next section describes the sample characteristics.   
4.3 SAMPLE CHARACTERISTICS 
Twenty interviews were conducted with Australian consumers residing in South East 
Queensland. In terms of gender, the participants were predominantly female, with only three 
males participating. This leaning towards females is to be expected in many cases, as the 
study focussed more on household purchases, often the domain of women. Their ages ranged 
from 20 to over 69 years. Household status showed that seven had partners, seven were 
single, six were from a one family household. The majority of the participants were currently 
employed (fourteen) and the remainder were retired (six). No participants in this study were 
unemployed. In terms of education, eight had a high school diploma and one participant had 
completed an apprenticeship after high school. Six had an undergraduate degree, and six of 
the participants had completed further study to attain a higher education degree. Incomes 
ranged from under $24,000 per year to $146,000 plus.  
Of the twenty participants interviewed, five participants were classified as belonging to 
each of four age group cohorts (Generation Y – aged 20 to 33, Generation X – aged 34 to 50, 
Baby Boomer – aged 51 to 68, and the Grey Market – aged 69+). Overall, the samples’ 
demographics were evenly distributed within each age group. It is noted that the most 
educated participant cohort in this study was the Baby Boomers. However, the participants 
with the highest level of household income were Generation X. The participants with the 
lowest levels of income were the Grey Market; however, all of the participants in this age 
group were retired. It is important not to assume that this age group has the lowest level of 
disposable income, as home ownership, assets, or household expenses were not recorded in 
this study. Aside from the retired participants, the employed participants’ occupations varied 
over different industries, although the majority of the participants (thirteen) worked in the 
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 education system. This may be explained by the application of the snowball sampling 
participant recruitment technique. However, within this industry, the participants engaged in 
various employment positions ranging from administration, consulting, counselling, and 
management.  
The majority of the participants were Australian born (thirteen), one participant was 
Australian/Chinese, three participants were Irish, and three participants were English. All 
participants interviewed in this study spoke fluent English and no participants requested a 
translator or indicated they were hearing impaired. Therefore, it can be concluded that ideas 
and meanings were accurately understood. Table 4.1 details the sample characteristics of the 
interview participants who participated in this study. 
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 Table 4.1 Sample Characteristics 
Code Age Cohort Gender Education Household 
Status 
Household Income Occupation Cultural 
Background 
001 
002 
003 
004 
005 
20 to 33 
20 to 33 
20 to 33 
20 to 33 
20 to 33 
Generation Y 
Generation Y 
Generation Y 
Generation Y 
Generation Y 
Female 
Female 
Female 
Female 
Female 
Undergraduate Degree 
Undergraduate Degree 
Undergraduate Degree 
High School 
Undergraduate Degree 
Single 
Couple 
Couple 
Couple 
Single 
$25,000 to $65,000 
$66,000 to $105,000 
$25,000 to $65,000 
$146,000+ 
$25,000 to $65,000 
 
Administration Officer 
Administration Officer 
Administration Officer 
Personal Assistant 
Administration Officer 
 
Australian Chinese 
Irish 
Australian 
Irish 
English 
 
006 
007 
008 
009 
010 
34 to 50 
34 to 50 
34 to 50 
34 to 50 
34 to 50 
Generation X 
Generation X 
Generation X 
Generation X 
Generation X 
Female 
Female 
Female 
Female 
Female 
High School 
Undergraduate Degree 
Apprenticeship 
High School 
Higher Education 
 
Family 
Family 
Family 
Family 
Couple 
 
$106,000 to $145,000 
$66,000 to $105,000 
$66,000 to $105,000 
$106,000 to $145,000 
$146,000+ 
 
Library Assistant 
Social Worker 
Hairdresser 
Student Engagement Officer 
Library Manager 
Australian 
Australian 
Australian 
Australian 
Australian 
 
011 
012 
013 
014 
015 
51 to 68 
51 to 68 
51 to 68 
51 to 68 
51 to 68 
Baby Boomer 
Baby Boomer 
Baby Boomer 
Baby Boomer 
Baby Boomer 
Female 
Female 
Female 
Male 
Female 
 
Higher Education 
Undergraduate Degree 
Higher Education 
Higher Education 
Higher Education 
 
Couple 
Family 
Family 
Single 
Single 
$146,000+ 
$66,000 to $105,000 
$66,000 to $105,000 
$66,000 to $105,000 
$25,000 to $65,000 
Counsellor 
Social Worker 
Librarian 
Academic/Consultant 
Retired 
Australian 
Australian 
Australian 
Australian Irish 
Australian 
 
016 
017 
018 
019 
020 
69+ 
69+ 
69+ 
69+ 
69+ 
Grey Market 
Grey Market 
Grey Market 
Grey Market 
Grey Market 
Female 
Male 
Female 
Male 
Female 
 
High School 
Primary School 
High School 
Higher Education 
High School 
 
Single 
Single 
Single 
Couple 
Couple 
 
Less than $24,000  
Less than $24,000  
Less than $24,000  
$25,000 to $65,000 
$25,000 to $65,000 
 
Retired 
Retired 
Retired 
Retired 
Retired 
Australian 
Australian 
Australian 
English 
English 
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 4.4 APPLYING SHOVE AND PANTZAR’S FRAMEWORK TO THE 
THEMATIC FINDINGS 
Shove and Panzar (2005) proposed that practices are made up of assemblages 
of images (meanings and symbols), skills (forms of knowledge, procedures), and 
stuff (materials, technology).  
Images:  
This dimension focuses on socially shared ideas or concepts associated 
with the practices that give meaning to it, reasons to engage in it, and 
reasons for what it is for. 
“Images bring to the fore concepts of association, relative positioning, 
norms, values, and ideologies” (Shove & Pantzar, 2005, p.47).  
Skills:  
These are learned bodily and mental routines, including consumers’ 
know-how, their levels of competence, and ways of feeling and doing the 
practice. Consumers’ know-how refers to knowing how to act 
appropriately, knowing how to talk about, how to recognise, how to 
prompt, and to respond to such practices. Moreover, levels of 
competence refer to knowledge about what is good, normal, acceptable, 
and appropriate (and what is not), and learned, bodily/mental competence 
to achieve the practice (Shove & Pantzar, 2005).  
Stuff : 
This dimension refers to the tangible and material elements deployed in 
the practice (Shove & Pantzar, 2005). Although materials are one of the 
elements in this study, they are, like individuals, not central in this thesis. 
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 However, in practice theory, the interaction between a consumer and a 
product is important to include, as a specific engagement of materials 
unfolds in the emergent doing of practice (Watson, 2008), which is 
different in each situation. 
The following thematic analyses of the interview data are placed under each of 
the five research questions in the thesis to ensure the strength of the research stays 
focused on the research aims. Throughout the analysis stages of this study an 
iterative process of constant comparison between the data and theory was followed to 
determine the emergent themes to address each of the research questions. In the 
following sections, each question forms a section heading and the emergent themes 
are classified within the Shove and Pantzar (2005) framework. 
4.4.1 RQ1: How do consumers interpret firms’ green credentials and their 
green marketing communications? 
The first research question examined how the interviewees interpreted firm’s 
activities in relation to promoting their green credentials and the green marketing 
communications that they were aware of. The focus was on examining the influences 
these messages had on interviewees’ decisions regarding firms’ green credentials and 
their influences on subsequent purchases. Five themes were identified that linked to 
research question one:  
Two themes were identified within Images - Meanings: 
• Interpreting Green is More Than Practical, it’s Emotional; and  
• Label Looking to Authenticate Green.  
Two themes were identified within Images – Symbols: 
• Recognising Green Symbols; and  
• Plastic Shopping Bags are a Symbol of Negative Green Credentials.  
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 One theme was identified within Skills - Knowledge: 
•  Interpretations of Being Seen as Green.  
Images - Meanings    
Interpreting Green is More Than Practical, it’s Emotional  
Participants discussed how their interpretation of firms’ green credentials and 
green marketing communications made them feel emotionally. This is important as 
individuals are more likely to purchase a product when the marketing makes them 
feel good about the purchase (Lin & Huang, 2012). This emotional feeling of doing 
something good arises from the idea of buying green for a better environment, for 
example;  
“When it says environmentally friendly, I think I’m using this product for a 
better cause.” (ID: 01 - Gen Y).  
“Green marketing is the emotional side and the ethical side, green marketing is 
looking for people who are interested in, like, tugging on the heart strings and 
appealing to people like me who are interested in the environment.”  
(ID: 05 – Gen Y).  
“When I buy the green products, I guess I feel that we’re making the right 
choices.” (ID: 09 – Gen X).  
Here it is evident that participants interpreted green marketing communication 
messages with feelings of a superior emotional reason to purchase green products, 
rather than the practical use of the product. These comments connect to the notion in 
the literature (section 2.3) that marketing communications messages influence 
consumers’ emotional responses and that the consumer believes that his/her personal 
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 green practices can contribute to the solution of a problem. It is noted that these 
comments emerged from the younger interviewees, as none of the older interviewees 
expressed their interpretations in this way. This finding may indicate that green 
marketing communications towards the younger consumers should include emotional 
connotations to effectively reach these consumers. 
Participants also discuss the issue of being sceptical of the meanings of the 
information they were receiving from the green marketing communications regarding 
green products, for example:  
“I’m a person who is highly, highly sceptical about green marketing.”  
(ID: 13 – Baby Boomer).  
“Well, I mean I’m interested in the green marketing, but I’m sceptical.”  
(ID: 15 – Baby Boomer). 
“I think the green marketing makes me feel sceptical.”  
(ID: 18 – Grey Market). 
One participant indirectly addressed this notion of scepticism through her 
opinion that marketers were using green as a buzzword, for example:  
“Green wash is probably something you’re familiar with, like, because you 
hear it, you’re like, ‘are they really green or are they just saying that they’re 
green to market themselves’, so sometimes to know whether it’s, like, just a 
buzzword that they use, or whether there is actually proof behind it.”  
(ID:02 – Gen Y). 
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 In a further insight regarding how people interpret green marketing 
communications, a participant discussed something that she felt consumers were not 
doing, such as research, in order to contend with the scepticism:   
“I think not everything is green when it says it’s green, and I think marketers 
like to use the word “natural” or to make people think ‘I’m using something 
that is good’, it’s got that association that I’m doing the right thing. I think 
people don’t do the research a lot of the time, and just feel they’re doing the 
right thing.” (ID: 11 – Baby Boomer).  
Here it is evident that some of the participants’ interpretation of green 
marketing communication messages was that of scepticism, indicating that they were 
somewhat emotionally conflicted about their green purchases, and unsure if they 
were “doing the right thing”, or if they were being deceived by buzzwords. Such 
interpretations present negative meanings for how firms are communicating with 
their consumers regarding the green credentials of their products. As such, this could 
potentially impact on consumers’ reasons not to engage in green practices by using 
the products. It is noted that such views about scepticism were more prevalent among 
the older participants, whereas the more recent idea of greenwashing and buzzwords 
was raised by a younger participant. Interestingly, the comment that suggested that 
the consumer should be more proactive by doing research came from an older 
participant, which may suggest a sense among older people that they can protect 
themselves from potentially less than truthful marketing practices.  
Label Looking to Authenticate Green  
In further investigating how the participants interpreted firms’ green 
credentials and green marketing communications, the issues with labelling green 
products was evident. Labelling is an important part of both marketing 
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 communications and government regulations. Labels are applied to nearly every 
product boasting any number of benefits, and consumers attempt to decipher their 
meaning in their everyday practices. When it comes to green products, the 
participants were definitely label lookers, and discussed the different ways they 
looked at the product labels to interpret if the product was green or to assess a firm’s 
green credentials regarding the product, for example:   
“To tell if a product is green, I guess you have to read the label.”  
(ID: 05 – Gen Y) 
“I can tell if a product is green by labelling, whether it be shopping bags, 
organic, like for fruit and vegetables, and washing powders and detergents that 
are biodegradable.” (ID: 07 – Gen X). 
 “I can tell if a product is green because I am a label looker, and just try to 
keep an  awareness of what actually is green and not.”  
(ID: 13 – Baby Boomer).  
“I always read the labels, what’s in them, and their country of origin. I think 
it’s easy to tell which products are green by reading the label.”  
(ID: 17 – Grey Market).  
Here it is evident that participants’ interpretation of green marketing 
communication messages in the form of labelling was an important method of 
information. This information gives the consumer reasons as to what the product is 
for and reasons to engage in green practices. These comments connect to the notion 
in the literature (section 2.3) that consumers search for clues as to the 
environmentalism of product ranges. It is noted that these comments emerged from 
participants of all ages. This finding indicates that across all ages consumers are 
88 Chapter 4: Findings 
 attempting to seek information for products through product labels. This is a 
potentially significant finding, as it may mean that there is an already open avenue 
where marketers are reaching consumers and can communicate with them; however, 
the messages they are sending may not be engaging and informing the consumer in a 
way that they can interpret. 
The scepticism discussed earlier came through in this discussion again, as some 
participants discussed being unsure of how authentic the information on the label 
was, for example: 
“I’m doubtful of how they got this green sticker, because labelling isn’t always 
honest.”  (ID: 03 – Gen Y). 
“Sometimes I think that the labels have a bit of falseness about them of how 
green they are.” (ID: 08 – Gen X).   
“Sticking something in recycled cardboard and then claiming it’s a green 
product is usually just a bit of bullshit, and you can be a bit dubious of things 
that overtly label themselves as in some way ecologically sound.”  
(ID: 10 – Gen X). 
“Who is checking if it’s green? You can put whatever you like on a label almost 
if it’s not made in Australia.” (ID: 11 – Baby Boomer).  
While these participants were label looker practitioners, they spoke of the 
difficulty in making sense of the information contained on the labelling. One 
participant also inferred that it was even more difficult to make sense of the labelling 
if the product was not made in Australia, as they gathered that there is no supervisory 
body to regulate international communications. These comments connect to the 
notion in the literature (section 2.5) that consumers base their decisions on issues 
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 beyond the tangible product and require information searches and evaluation of 
alternatives to promote purchase. Consumer scepticism about a product’s 
environmental claims reduces their positive influences on performing green 
practices.  
It is noted that such views about scepticism and the questionable authenticity of 
the information presented on product labels were prevalent among younger and older 
participants. Interestingly, the younger participants were not as engaged in earlier 
discussions on scepticism concerning their thoughts on green marketing, yet 
presented their view of scepticism when asked about their thoughts on labelling. 
Such interpretations present negative meanings for how firms are communicating 
with their consumers regarding the green credentials of their products, and as such 
could potentially impact on consumers’ reasons not to engage in green practices by 
using the products. This finding may also indicate that younger consumers are not 
interpreting product labelling as a form of marketing communications. Therefore, 
this suggests that younger consumers’ information searches may not include product 
labelling.  
Image – Symbols  
 Recognising Green Symbols 
In contrast to labelling, which is a print form of marketing communications, an 
important part of marketing is using symbols as a shorthand to represent something 
about the product. Logos are one such manifestation of a symbol in marketing. 
Participants discussed the symbols that they associated with products being green. 
This identification of symbols is important, as it leads to positive purchase decisions 
that enable participants to engage in green practices. However, none of the 
participants could recall a specific overarching green symbol. For example, one older 
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 participant suggested that there were no green logos or symbols to decipher if a 
product is green:  
“There are no green symbols.” (ID: 19 – Grey Market).  
Moreover, participants agreed that there didn’t seem to be any central green 
symbol to assist with green product identification, for example:  
“If there was some sort of overall green certification for products, then you 
would know that they’re actually doing what they’re saying, as opposed to just 
putting that they’re eco or they’re green.” (ID: 02 – Gen Y). 
“I would expect to see certification symbols for something that’s certifiably 
green, or sustainable, or whatever.” (ID: 10 – Gen X).  
One participant discussed her interpretation of symbolism that she identified 
from the packaging of green products, for example: 
“I would expect to see as little as possible on packaging because it’s more the 
natural look, and sometimes they use the very plain packaging with the kind of 
earthy colours or greeny colours, and so by even looking at it you know that 
it’s linked to the environment.” (ID:02 – Gen Y).  
In further insights into interpretations of green symbols, participants attempted 
to recall the symbolic logos on the green packaging that they initially used to identify 
green products, for example:  
“I can tell if a product is green because they usually have the little arrows, like 
the little triangle with the arrows, the recyclable symbol.” (ID: 01 – Gen Y), 
“It’s more the natural look, and sometimes they use the very plain packaging 
with the kind of earthy colours and stuff like that, or greeny colours, and so by 
even looking at it you know that it’s linked to the environment.”  
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 (ID: 02 – Gen Y).  
“I can’t bring the label to mind, but it’s normally green, and trees, and things 
on it.” (ID: 05 – Gen Y).  
“I think I can tell the products that are green that have got some sort of eco-
friendly logo on them.” (ID: 07 – Gen X).  
“I think the green product sort of had like an eco-friendly, or I think it had even 
trees on it, just to show that it was green.” (ID: 08 – Gen X). 
“Something I would expect to see on the green packaging is the colours are 
not as colourful, they’re probably more earthy greens and browns.”  
(ID: 14 – Baby Boomer). 
  Participants did identify images, such as the arrows from the recyclable 
symbol, trees, words such as ‘eco’, colours such as greens and earthy browns. 
However, it is evident from these comments that important green marketing 
communications, such as logos, have not been aptly associated in the consumers’ 
minds. These comments emerged from participants of all ages, suggesting that 
regardless of age, they were attempting to seek recognisable certifications and 
symbols to assist them with interpreting which products are green. 
These comments connect with the notion in the literature (section 2.5) that this 
may suggest that green product information is not meeting green consumer’s needs 
in ways that would reinforce their green practices. This finding is important, as it 
suggests quite a high cognitive demand on consumers when trying to determine what 
symbolises green. It also suggests marketers can be more vigilant when introducing 
and promoting a green branding symbol across their product range, and potentially 
gain first mover advantage in this sector through the branding of their recognisable 
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 symbol. Even though they may not be first to produce a particular type of product or 
service, they may be first to brand their product or service in this distinct way if 
implemented appropriately. 
Identifying Plastic Shopping Bags as a Symbol of Negative Green 
Credentials 
A firm’s green credentials are also interpreted beyond their product range 
through the environmentally conscious behaviours that they demonstrate when 
consumers shop in their retail outlets. The participants discussed the use of plastic 
shopping bags verses green reusable shopping bags in their shopping practices. For 
example, some participants felt that the use of the plastic shopping bags by firms 
were a symbol of negative green credentials. Some participants interpreted the way 
the firms’ use plastic shopping bags as a form of green marketing communications 
message as to how green the firm is. Participants provided insights into the different 
ways they interpreted firms’ green credentials by how the firms employ plastic 
shopping bags. One participant raised their thoughts on the changed behaviours from 
the store attendants, in that the consumer now has to ask for a plastic shopping bag, 
and that the consumer can now also be charged for a plastic shopping bag, for 
example:  
“When I think of green marketing, I think of cutting out plastic shopping bags 
and using more like the biodegradable green bags. Stores don’t automatically 
put your items in a plastic shopping bag, you have to ask for a bag, sometimes 
they’ll charge you 10 cents. Or supply your own.” (ID: 07 – Gen X).  
 In further insights, another participant raised the issue that they understood 
that they should pay for their plastic shopping bags in Target, yet the store attendant 
did not charge them when recently visiting the store, for example: 
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 “I’ve gone to Target recently and they’re giving bags. I at no point have I ever 
been told that now we don’t have to pay for them again, even if we do.”  
(ID: 08 – Gen X).  
These comments connect with the notion in the literature (section 2.5) that 
consumers may have started to understand how to challenge non-green practices, 
such as using plastic shopping bags without consciously considering the 
environmental impacts, in order to recognise how to replace them with more 
sustainable green practices. If consumers are showing a willingness to challenge old 
shopping practices, this finding may indicate the importance that the humble plastic 
shopping bag plays in the consumers interpretations of firms’ green credentials.  
Moreover, some participants discussed the impact of cultural differences in the 
use of reusable shopping bags. One participant indicated that in her country of origin 
plastic shopping bags were obsolete fourteen years ago and firms’ compelled 
consumers to change their usage practices. She discussed how the firms would 
discourage the use of plastic shopping bags and encourage the consumer to change to 
reusable shopping bags by imposing the monetary penalty of a sliding scale, whereby 
the consumer would pay extra if the bag contents were heavier, for example:  
“In Ireland, this is 14 years ago, we don’t get given plastic bags at checkouts. 
It’s a big thing that was brought in. You pay 20-50 cents, depending on the 
weight of the bag and how many bags you need at supermarkets, so everyone 
brings their own bag.” (ID: 02 – Gen Y).   
Another participant provided further insight regarding the same country of 
origin, where she stated what she felt was now the cultural norm. Once the habit of 
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 using plastic shopping bags was broken, new habits were formed and the new 
practice of using reusable shopping bags was now the cultural norm, for example:  
“In Ireland we checkout down the bottom of the supermarket and you go and 
you get your own bag and you pack it yourself...every supermarket is like 
that.” (ID: 02 – Gen Y).  
These comments indicate that participants from other cultural backgrounds 
make negative comparisons to Australian shopping bag practices that are considered 
cultural norms. More importantly, these participants could recall the names of the 
firms that they considered responsible for these non-green practices, for example: 
“Woollies and Coles just tend to put three or four items in a bag and then they 
grab another one, so you could be walking out with 10 bags, whereas you 
really could put everything in two bags if you really wanted to.”  
(ID: 02 – Gen Y). 
“Using plastic bags is convenience or just even forgetfulness. We have bought 
the reusable bags a couple of times over here in Australia, we’ve bought the 
Woolworths ones, and we might use them once or twice, but then we go to 
shops and we forget about them. I don’t have to pay 15 cents like I do at home. 
So there’s no incentive for me to want to go back in and get them or to 
remember them.” (ID: 04 – Gen Y).  
In contrast to these negative interpretations, other participants could recall the 
names of firms’ that defer from the use of plastic shopping bags and that these firms’ 
were interpreted as greener than their competitors because of it, for example: 
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 “I never use plastic shopping bags, so I shop at Aldi, I think they also have lots 
of organic products in Aldi as well, it’s surprising how much, I was quite 
impressed.” (ID: 05 – Gen Y).  
“I shop at Aldi occasionally, because I like to use the reusable shopping 
bags.” (ID: 14 – Baby Boomer).  
Interestingly, Aldi actually do provide plastic shopping bags at a cost if 
desired; therefore, these comments bring to light that Aldi may have successfully 
used the non-use of plastic shopping bags as a marketing communication positioning 
strategy. These insights stress how images, such as practice norms, can be interpreted 
as important green marketing communication messages. Moreover, these practice 
norms, such as freely providing plastic shopping bags or alternatively charging or 
discouraging the use of plastic shopping bags, can affect consumers’ interpretation of 
firms’ green credentials. These comments connect with the notion in the literature 
(section 2.5) that beliefs may be behaviourally specific and highlight the mediators 
(such as a change in cultural norms) that can add to the relationship between green 
attitudes, beliefs, and green behaviour. These comments also connect with the notion 
in the literature (section 2.2) that the firm with a better public image regarding its 
environmental initiatives will have a better market performance and can lead to a 
competitive advantage. This finding is interesting, as it prompts marketers to 
recognise that the use of plastic shopping bags may be an important interpretation of 
consumers’ green shopping practices.  
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 Skills – Knowledge   
 Interpretations of Being Seen as Green 
The literature reports that firms across the globe have started differentiating 
their products and services by highlighting their green concerns as part of their 
consumer-facing corporate reputation (Deshwal, 2012). Taking into account the 
literature and the thematic explorations above on how the participants interpreted 
firms’ communications, it is evident that some of the participants concerns and 
scepticism continues to influence the knowledge they have about why firms stress 
their green credentials. Participants shared their interpretations of those concerns and 
indicated that their understanding was that firms claim to be green because it makes 
the firm appear in a favourable light to gain market share. It is evident that 
participants question firms’ motives, as they draw on their own knowledge as to what 
is acceptable or appropriate for a firm to claim that they are green, for example:  
“Companies are green because it looks good. It looks like they’re doing 
something to help the environment,” (ID: 02 – Gen Y). 
“Being seen as green makes the firm sexy, because it’s the cool thing to be, 
because otherwise you’re seen as bad, so you’re one of the good guys if you’re 
green.”(ID: 11 – Baby Boomer). 
“Without any shadow of a doubt they’d be doing it to keep up with their 
competitors, presuming their competitors are making similar claims, or to get 
some sort of competitive advantage over their competitors.”  
(ID: 14 – Baby Boomer). 
“A firm would claim to be green because it’s the trendy thing to do at the 
moment.” (ID: 16 – Grey Market).  
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 These participants interpreted that the most important marketing 
communication that firms are aiming to create is an image of green to the consumer. 
The participants shared ideas infer that they are questioning the integrity of the firms’ 
green image. These comments connect to the notion in the literature (section 2.2) that 
consumer’s perceptions of the overall image of a firm play a crucial role in the 
consumers buying behaviours, which positively or negatively influences their green 
practices. Participants’ knowledge prompts them to respond to such practices. It is 
noted that these comments emerged predominately from the older participants. This 
finding may indicate that consumers require more information than is currently 
provided; therefore, firms may need to provide increased and more believable 
marketing communications as to the firms green credentials in order to modify 
consumers’ interpretations. 
Summary of Findings for Research Question One 
In summary, what is intriguing about these findings is that, within the 
dimension of images, consumers’ interpretations of green marketing communications 
are driven by their feelings of superior emotional reasoning. The participants’ 
interpretations of green marketing communications messages are that they influence 
the individuals’ emotional responses and the participants believed that his/her 
personal green practices could contribute to the solution of a problem. This notion 
provides new insights to previous conceptualisations in the literature (section 2.5), 
whereby much research has concluded that consumers’ interpretations of green 
marketing communications are driven by knowledge (Cowan & Kinley, 2014; 
Delmas & Cuerel Burbano, 2010; Rezai et al., 2011). However, the reflection of 
emotion and non-rational feeling is continually evident throughout these participants 
shared ideas. The idea of emotional conditioning effects in communication was 
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 briefly mentioned in the green marketing literature with regard to sound product 
attribute information being presented succinctly (Hartmann et al., 2005). However, 
links to product labelling and how consumers feel when they have difficulty reading 
and interpreting the information on labels has had limited recognition. Interestingly, 
research regarding green practices, such as the use of plastic shopping bags, both by 
the consumer and by firms’, has had limited attention in the green marketing 
literature. This is an important discussion, as it offers new insights as to how these 
types of practices can influence consumers’ interpretations of firms’ green 
credentials. In addition, within the skills dimension, participants indicated that they 
questioned the firms’ motives for claiming to be green and suggested that it was 
because it makes the firm appear in a favourable light to gain market share. This 
interpretation is surprising as firms may need to provide increased and more 
believable marketing communications as to the firms green credentials in order to 
modify consumers’ interpretations. This is significant as this research demonstrates 
that despite the evolution of green marketing over the last decade, consumers’ 
interpretations are not entirely aligned with intended messages.   
Participants of from all ages shared their ideas indicating that there are 
opportunities to reach these consumers in different ways in order to create and give 
meaning to their interpretations. For example, the use of emotional marketing may 
reach the younger consumers, and the use of branding symbols may assist with 
interpretation of green products. Literature has concluded ‘what’ happens regarding 
consumers interpretations of green marketing communications. However, this 
research perspective provides new insights into ‘how’ it actually happens through 
consumers’ everyday practices.   
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 4.4.2 RQ2: How do consumers interpret their green consumption efforts in 
their everyday lives? 
In spite of consumers expressing strong pro-environmental sentiments and a 
preference for green products, individuals are not always able to be consistently 
green in their private consumption behaviour. The second research question 
examined how the interviewees interpreted what green consumption was and their 
interpretations of how they engaged in green consumption in their everyday lives. 
Four themes were identified that linked to research question two:  
Two themes were identified within Images – Meanings: 
• Consumers Interpretation of Green Consumption; and  
• Mixed Green Consumer Practices.  
One theme was identified within Skills – Knowledge:  
• Changing Practices Over the Years.  
One theme was identified within Stuff – Materials:  
• Tangible Elements Used in Green. 
Images - Meanings  
Consumers Interpretation of Green Consumption 
The literature presents green consumption as an environmentally concerned 
consumer who characteristically takes into account the public consequences of his or 
her private consumption behaviour and attempts to use his or her purchasing power 
to bring about change (Henion & Kinnear, 1976; Moisander, 2007). However, there 
appears to be a misalignment between what the literature interprets as green 
consumption and the concepts that participants interpreted as green consumption, for 
example:  
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 “Green consumption is, like, consuming products” (ID: 01 – Gen Y). 
“I tend to associate green consumption with animal welfare, like free range 
and the welfare of the chickens is important to me, so it sort of goes in the same 
category. I try to grow my own veggies and I have my own chooks. I dispose of 
organic waste to the chooks, who generate manure for my garden, which is a 
lovely cycle.” (ID: 15 – Baby Boomer). 
One participant suggested that green consumption had limited meaning to 
them: 
“To me being green is just looking after the environment. The consumption 
part of it, I don’t know what that means.” (ID: 20 – Grey Market). 
Some participants interpreted green consumption as behaviours that helped 
save the environment, for example:   
“When I think of green consumption I would say I think of energy. I suppose it 
could be like how you purchase things too, but I think for me, I think the most 
important tend to be sort of the type of energy.” (ID: 03 – Gen Y). 
“My thoughts, when I hear of green consumption, is just recycling and you 
know, cleaner greener air.” (ID: 04 – Gen Y). 
“When I think about green consumption I think of recyclable, biodegradable, 
and saving the environment. Like wastage, and recycling, and water usage.” 
(ID: 07 – Gen X).  
Other participants interpreted green consumption through the types of products 
that came to mind, or that they may have purchased and used, for example: 
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 “When I think of green consumption I think in terms of say cleaners, things 
that you use for cleaning and things that are biodegradable, so minimal harm 
to the environment.” (ID: 11 – Baby Boomer). 
“When I think of green consumption I think of more natural products.”  
(ID: 18 – Grey Market).   
The participants focussed on concepts associated with the meaning of saving 
the environment, though there didn’t seem to be consistency in meanings of what 
green consumption actually was. As shown above, some participants focussed on 
behaviours, while some participants focussed on products. Interestingly, the literature 
concludes that consumers face a difficult challenge in having consistent green 
consumption behaviour (Kilbourne & Pickett, 2008; McDonald & Oates, 2006; Shaw 
et al., 2006; Shaw & Riach, 2011). These findings provide new insights to previous 
conceptualisations, in that perhaps consumers are having difficulty because they may 
be unclear as to what green consumption actually is. This finding indicates that 
across all ages participants were having difficulty interpreting their green 
consumption efforts. Comments for both behaviour and products were fairly evenly 
distributed among younger and older participants, further reinforcing the meaning of 
the finding. 
Mixed Green Consumer Practices 
The literature indicates that green consumers demonstrate an interest in product 
characteristics, such as recyclability and chemical content, organic, energy efficient, 
or having biodegradable packaging (Leonidou et al., 2010). However, there is limited 
discussion in the literature on consumers that like the idea of a green ideology, and 
yet it is not completely embedded in their belief system. Therefore, they tend to have 
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 mixed green and non-green behaviours throughout their day for different reasons. 
Participants shared their ideas on their mixed green consumption behaviours. Some 
participants just simply stated that they sometimes purchased green products and 
sometimes did not, for example:  
“I think I’m much more of a mixed consumer of environmental goods and non- 
environmental goods now than what I used to be.” (ID: 01 – Gen Y). 
“I’m not 100% committed to green, not for any reason in particular.”  
(ID: 04 – Gen Y).    
In contrast, other participants reported the reasons why they may not always 
purchase green products, such as product performance, or price, for example:  
“Sometimes the green products are not as good, like your cleaning products, 
it’s good to have chemical free products, but sometimes they just don’t work as 
well.” (ID: 06 – Gen X). 
“I want to support green products, but then if they don’t do the job to me, then 
well, I’m sorry, I’m not going to spend the money.” (ID: 11 – Baby Boomer). 
“Some green products are better than others, so I have at times tried green 
cleaning products and found them not to be as good.”  
(ID: 12 – Baby Boomer). 
“Maybe if there was a major special on Sorbent and it’s not recyclable, I 
would get it, you know, that shopping trip.” (ID: 09 – Gen X).     
While these participants discussed their interpretations of green consumption 
efforts and reasons to engage in consuming green products, they also discussed a 
level of concern for other factors that were important in their everyday behaviours. 
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 Consumers’ expectation of green products is often hurt by the perception that such 
products do not really deliver on their environmental promises. Participants inferred 
that they had cleaning behaviour standards and the products were not meeting their 
needs in ways that encouraged them to act in an environmentally friendly way. These 
comments support the literature that concludes that some of the main reasons for the 
lack of green marketing success are compromises in performance quality for green 
products, combined with their limited availability and higher prices (Gupta & Ogden 
2009; Moisander 2007). However, this literature discusses the reasons for lack of 
marketing success, and not the actual mixed green consumption behaviours, it 
discusses what happens, but not how it happens through consumers everyday 
behaviours.  
Interestingly, it is noted that the comments shared by the youngest participants 
did not provide any particular reason for their behaviour. Whereas older participants 
seemed to be very aware as to why they had mixed green behaviours. This finding 
presents new insights into the marketing literature, whereby there may be a 
correlation between age and a more profound awareness. 
Skills – Knowledge 
Changing Practices Over the Years 
In further investigation as to how the participants interpreted their green 
consumption efforts in their everyday lives, interviewees became reminiscent of their 
past behaviours and discussed how their thoughts about being green had changed 
over the years, for example:  
“My thoughts and feelings about being green have totally changed over the 
years.” (ID: 06 – Gen X).   
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 Other participants offered reasons for why they thought that their thoughts and 
feelings about being green had changed over the years, such as, awareness or more 
information, for example: 
“I think there’s been more awareness over the years, definitely. I think as you 
grow older as well, you kind of become more aware of your usage and how 
that impacts on other things as well.” (ID: 01 – Gen Y). 
“I’ve changed over the years because there’s so much more information that 
it’s doing.” (ID: 09 – Gen X). 
“I’m probably more conscious of being green now, because you as you get 
older, I guess you realise more of the impact of things, so you know, the habits 
that you have on say, waterways or you know the ocean, we’re all connected.” 
(ID: 11 – Baby Boomer).   
Interestingly, one of the oldest participant suggested that their thoughts had not 
changed over the years, for example:   
“My thoughts haven’t changed, we were greener years ago when we still lived 
pretty much that way. You don’t buy big heaps of stuff you don’t need, you 
don’t waste things, and to me that’s being more green. You don’t go buy big 
heaps of junk and then throw it all out, or food out, or you just use what you 
need.” (ID: 16 – Grey Market).   
Most of these comments support the literature that concludes that by 
attempting to improve consumer awareness and perceptions towards the advantages 
of the green concept and the benefits of going green, the consumers’ intention to 
perform a green behaviour may increase (Rezai et al., 2013). However, what is 
interesting about these findings is the comment from the older participant. This 
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 comment provides new insights, in that older consumers may feel that they learned 
green mental routines many years ago and that their interpretations of their green 
consumption efforts were well developed prior to what is thought to be current 
trends. 
Stuff – Materials 
 Tangible Elements used in Green 
 When discussing with participants their interpretations of their green 
consumption efforts in their everyday lives, participants offered numerous tangible 
elements that they suggested enabled them to engage in green behaviours. Some 
participants discussed tangible elements in terms of household items, for example:  
“There’s a dishwashing detergent, the cleaning products that are green 
friendly, laundry powders, energy saving light bulbs, the timers on for the 
showers. I like using recyclable containers, and rather than using plastic 
containers.” (ID: 01 – Gen Y). 
“Household products like cleaning products that are natural. The eco 
supermarket around the corner has beauty products, organic food, and 
cleaning products.” (ID: 05 – Gen X).  
“Kunara Organic Marketplace is a whole organic superstore; it’s got an 
organic butcher; it’s got a cafe. They’ve got shelves of cleaning products, 
toiletries, and stuff like that, so I’ll often have a look in there.”  
(ID: 11 – Baby Boomer).   
 One participant discussed tangible elements in terms of household appliances 
that she was using to help reduce the consumption of electricity, for example: 
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 “Whether it be a toaster − instead of using a four slice toaster, we’re using a 
two to save on electricity. We have a smaller microwave, so we’re not 
generating with more electricity.” (ID: 07 – Gen X).  
 One participant offered her interpretation in terms of her choice in a new car 
to help reduce the consumption of natural resources, for example: 
“I bought a different car that I felt was more fuel efficient, so it’s a diesel Golf 
that uses a lot less fuel.” (ID: 09 – Gen X).    
 Other participants discussed their interpretation in terms of tangible elements 
installed in the home to assist with a reduction of the consumption of water, waste, 
and electricity in their everyday lives, for example: 
“We got gas instead of electricity for our hot water. We’ve got a compost 
bucket.” (ID: 11 – Baby Boomer). 
“We’ve got a water tank.” (ID: 13 – Baby Boomer). 
“We’ve got solar hot water and we’ve got a solar power system.” 
 (ID: 15 – Baby Boomer).   
These comments support the current conceptualisations in the literature that 
consumers seek products that help save the environment (Chen & Chang, 2012) and 
aligns with the notion in the literature (section 2.4.1) that the consumer believes that 
his/her personal efforts can contribute to the solution of a problem (Vermeir & 
Verbeke, 2006). Interaction between a consumer and a tangible element is an 
important discussion to include, as a specific engagement of materials can unfold 
into the emergent doing of a practice. It is noted that these comments emerged from 
both younger and older participants. Interestingly, the oldest participants did not 
contribute to this discussion. This finding could offer new insights because of this 
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 research perspective, as it may suggest that older participants have different 
interpretations of tangible elements used in their everyday green consumption efforts 
than those of younger consumers, which adds to the concept of how interpretations 
happen through practices.  
Summary of Findings for Research Question Two 
 In summary, what is intriguing about these findings, in the dimension of 
images, is that, in contrast to previous conceptualisations, there doesn’t seem to be 
consistency in interpretations of what green consumption actually is. In addition, 
findings show that consumers had mixed green and non-green behaviours throughout 
their everyday efforts for different reasons, and that their interpretations on the 
quality of products contributed to this mixed behaviour. Moreover, findings in the 
dimension of skills show that most participants had changed their interpretations of 
thoughts and feelings about being green over the years. However, what is interesting 
about these findings is that older consumers may feel that they learned green mental 
routines many years ago and that their interpretations of their green consumption 
efforts were well developed prior to what is thought to be current trends. 
Furthermore, within the dimension of stuff, participants had numerous tangible 
elements that they suggested enabled them to engage in green behaviours. What is 
interesting about this discussion is that findings show that older consumers may have 
different interpretations of tangible elements used in their everyday green 
consumption efforts than the younger consumers, which adds to the concept of how 
interpretations happen through practice. 
4.4.3 RQ3: What motivates consumers to purchase green products or services? 
The third research question examined the participants thoughts on what they 
felt were their motivations to purchase green products or services. The literature 
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 shows that motivations can affect a wide range of green behaviours and significantly 
influence consumers’ intentions to use or purchase green products. However, there 
still seems to be a limited understanding in the literature about impacts on green 
consumers’ to purchase green products. Three themes were identified that link to 
research question three.  
One theme was identified within Images – Meanings:  
• Local Suppliers are Favoured as Green.  
Two themes were identified within Skills – Knowledge:  
• The Halo Effect (Product, Price, Place, Promotion); and  
• Push or Pull, Individuals Level of Greenness Motivating Their Interest 
in Green Marketing. 
Images - Meanings 
Local Suppliers are Favoured as Green 
Participants repeatedly spoke of their motivations to shop at their local 
suppliers of goods, as it was considered a green behaviour in their minds. Due to this 
perception, participants were motivated to purchase their goods, such as fruit and 
vegetables, from local suppliers, even though there may have been no factual 
evidence suggesting that suppliers were from the local area or supplying organic 
goods. Reasons expressed indicate that they felt local suppliers were green because 
of the lack of logistics needed to source the goods, for example:  
“I think buying local stuff would be the easiest way to be sure it’s green. I just 
think it takes out a lot of the logistics and it supports the local area.”  
(ID: 03 – Gen Y). 
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 “I know a product is green is that I try to shop locally. Even if it’s not organic 
it might be green because it’s actually being produced in the local area, low 
transportation.” (ID: 10 – Gen X). 
“I actually shop at a local farmers market for, obviously, fruit and veggies and 
where a lot of those suppliers are actually very local to the area.” 
 (ID: 13 – Baby Boomer). 
“I like where possible to use farm stalls, where there’s not been a long haul to 
get them here, so that you don’t have the burden of distance to add to the green 
problem.” (ID: 15 – Baby Boomer).   
Here it is evident that participants’ shared ideas were that they were 
considering other motivations that are concepts of association with the product being 
sold by local suppliers that may affect the environment. This provides fresh insights 
as consumers raise the point that transportation of goods is believed to contribute the 
degradation of the environment and individuals place a value on that meaning, which 
affects their motivation of green consumption behaviours. These comments connect 
with the notion in the literature (section 2.5) that the cognitive reflections of 
consumers are the consequences of certain behaviours and may lead to enhancing 
personal beliefs and attitudes toward their behaviours. It is noted that these 
comments emerged from younger and older participants. This finding could indicate 
that these consumers are willing to embrace other elements associated with a 
product, such as green supply chain opportunities, and that these alternatives may be 
a source of motivation to purchase green products or services.  
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 Skills – Knowledge 
Push or Pull, Individuals Level of Greenness Motivating Their Interest in 
Green Marketing (GM) 
A marketing push strategy refers to a situation where a firm advertises its 
product to gain audience awareness, while the pull strategy implies the aims to reach 
audiences that have shown existing interest in the product or information about it. 
Some participants discussed their motivation to purchase green products as being 
derived from a green marketing push strategy. Participants presented their thoughts 
that their knowledge of green product was formed through the awareness raised by 
green marketing, for example:   
“I don’t think the Planet Earth ad encouraged me to buy, but it definitely puts 
the idea into your mind. GM raises awareness, so when I’m in the shops I think 
of that product.” (ID: 01 – Gen Y) 
“I think green products are helping the environment, probably because of 
things that you read in the media, in the magazines, newspapers...like with 
climate control, and biodegradables, and recyclables, and electricity.” 
 (ID: 07 – Gen X).  
In contrast, other participants shared their thoughts that prior knowledge of/and 
the desire to be green was the motivating factor to purchase green products, 
therefore, the pull marketing strategy would be most effective, for example:   
“I think an individual actually has got to have interest in the environment and 
in being green, otherwise green marketing not going to affect, or you’re going 
to go for the cheapest, or what you know works.” (ID: 05 – Gen Y). 
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 “I don’t think the marketing is influencing me to be green, I think I’m more 
green before I get there.” (ID: 09 – Gen X).  
These comments support the notion in the literature (section 2.3) that a firm 
grasp of the drivers and components of green marketing strategies is a prerequisite to 
understanding and predicting different consumer response motivations (Rivera-
Camino, 2007). It is noted that these comments emerged from the younger 
participants, as none of the older interviewees expressed their interpretations in this 
way. Interestingly, these findings may indicate that marketers are not dividing green 
marketing strategies towards the younger consumers into either push or pull 
strategies to enhance motivation to purchase green products. This finding supports 
the notion in the literature (section 2.3) that there is limited research on how green 
marketing strategies, arguably the most important source of information, are 
motivating consumer responses (Grimmer & Woolley, 2014). 
The Halo Effect (Product, Price, Place, Promotion) 
Participants may have experienced learned mental routines, such as the halo 
effect, in their motivation to purchase green products. Participants seemed to be 
displaying cognitive positive and negative biases of their overall impression and 
knowledge of green products across aspects of the 4P’s marketing mix framework.  
Product knowledge 
Participants reflected on what they constituted as a green product. Participants 
discussed organic and eco products as important aspects of the tangible elements that 
they identified as green. The literature indicates that green and conventional products 
are not perceived as substitutes due to perceived poor green product performance 
(Chen & Chang, 2012; Gupta & Ogden, 2009; Peattie & Crane, 2005). However, it is 
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 evident that the use of the word ‘eco’ in marketing communications does seem to 
motivate consumers to purchase the product, for example:  
“A lot of things are eco, or organic, or they’re natural, or they’re good for 
you.” (ID:02 – Gen Y).  
“When I think of green products I think of eco-friendly.” (ID: 08 – Gen X). 
“When I see the words eco-friendly, I know the product is green.” 
 (ID: 14 – Baby Boomer).  
These comments connect with the notion that halos occur when consumers 
form biased impressions of a product from limited information that may not always 
be objectively correct.   
Price 
Participants discussed their knowledge of the aspects of green products, such as 
the extra cost, that may motivate them to compare and choose alternatives. However, 
the participants seemed to indicate that the higher price was a motivator to purchase 
for other reasons, such as quality and the product being good for their health. 
Therefore, for some of the participants, there is a trade-off between the price and 
benefits received, for example: 
“Sometimes the eco ones can be more expensive, so it’s if I can afford it at that 
time, that comes into it a lot as well.” (ID: 05 – Gen Y). 
“I think the green products are always usually a little bit more expensive, but 
the products are of a good standard, even though you’re paying that little bit 
more, the extra money goes towards doing more research, and I think a lot of 
the natural products are also a lot better for your health.” (ID: 07 – Gen X). 
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 “I think there is a perception that green products are more expensive. I kind of 
look at it in terms of investment in health, so you’re spending less on 
medications or treatments down the track.” (ID: 11 – Baby Boomer).   
These responses align with the literature that concludes that consumers are 
willing to pay premium prices for pro-environmental products and services to engage 
in greener consumption (Kim et al., 2013). 
  Place 
 Participants discussed motivations related to their impressions of actual stores 
that provide green products, for example:  
“If the green products were all in one section, it would influence people to buy 
the green. People might go ‘oh, it’s just too hard, but hang on a minute here 
they all are right in front of me’.” (ID: 08 – Gen X). 
“Kunara Organic Marketplace is a whole organic superstore, it’s got an 
organic butcher, it’s got a café, and it’s lovely. In the supermarket there 
they’ve got shelves of cleaning products and toiletries, so I’ll often have a look 
in there.” (ID: 11 – Baby Boomer).  
The direct distribution channels discussed by participants suggested that they 
were engaging in/or desired a consumer experience. That experience may be 
convenience of place of purchase or an in-store green shopping experience.  
Promotion 
Participants put forward ideas marketers could take on board that they felt 
would motivate them to purchase green products and services. For some, they would 
like indicators of how much their green practices were making a difference to the 
environment, as this would prompt a positive response, for example:  
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 “Marketers should break it down, so you can see the benefit, the small 
difference you make instead of asking people to change everything.”  
(ID: 04 – Gen Y). 
“If I heard a marketing message, perhaps if 10 households did this the benefit 
would be this, that would be helpful. It’s quantifying isn’t it, and it’s putting it 
into everyday terms and I would be influenced by that.”  
(ID: 14 – Baby Boomer).   
Another participant suggested that a catchy phrase would assist with 
motivation, for example:  
“Maybe if there was some catchy phrase that gets more people involved, 
because like, when they hear slip, slop, slap and you know that’s kids and sun 
protection.” (ID: 07 – Gen X).   
These comments indicate that participants may be looking for clues to assist 
with motivation, such as quantifiable outcomes of their green behaviour, or cognitive 
cues in the form a catch-phrase. The marketing mix is crucial when determining 
marketing strategies that will motivate the consumer to purchase products or 
services. Correctly targeted marketing strategies can have a profound effect on 
consumer motivation and in turn can increase consumers’ engagement in green 
practices. Participants indicated that motivation for green products includes all of the 
elements of the 4P’s. What is intriguing about these findings is that this offers new 
insights into what may motivate the consumer through the way they practice, such as 
their green shopping habits. These comments connect with the notion in the literature 
(section 2.5) that product specific beliefs have an impact on the shopping practices of 
consumers when considering green products, and that consumer decision making is a 
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 determinant that motivates or creates barriers of green practices. It is noted that these 
comments emerged from both younger and older participants. Interestingly, none of 
the oldest interviewees expressed their motivations in this way. This finding may 
indicate that the current green marketing mix strategies are not as motivating to the 
oldest consumers as they may be to the younger consumers.   
Summary of Findings for Research Question Three 
 In summary, what is intriguing about these findings within the dimension of 
images is that consumers are considering other motivations that are concepts of 
association with the product that may affect the environment. Consumers give 
meaning to the fact that elements, such as transportation of goods, are thought to 
contribute to the degradation of the environment and have placed a value on that 
meaning, which affects their motivation to purchase green products. What is 
surprising about the findings within the skills dimension is that habitual green 
shopping practices are an important factor in motivations to purchase green products. 
This offers new insights on motivations through the application of this research 
perspective. In addition, linked to this finding is that all four marketing mix strategies 
can impact motivating factors on consumers’ green shopping practices.  
Interestingly, participants from all ages did not share ideas in each of the 
emergent themes; the oldest participants were not engaged in this discussion of 
motivations of green products and services. This may indicate that these older 
consumers have not been reached by marketing strategies and motivation to purchase 
may be low. Alternatively, marketing strategies may be misaligned with these 
consumers. However, it is important not to assume that this discussion omission 
signifies that these consumers are not engaging in the use of green products or 
services in their green practices. This could suggest that there is an opportunity to 
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 reach these consumers in different ways than marketers have attempted previously, 
in order to create and give meaning to their motivations. 
4.4.4 RQ4: What social influences reflect consumers’ consumption of green 
products or services? 
The fourth research question examined the important areas of social influence 
in relation to consumers’ consumption behaviours towards green products and 
services. The literature discusses how consumers’ perceptions of their green self-
image can positively influence perceptions, intentions, and green purchase behaviour 
(e.g. Kilbourne & Pickett, 2008). Additionally, consumers may be more inclined to 
adopt green behaviour due to the opinion of their reference group, such as family, 
friends, or relatives (Rezai et al., 2013). Four themes were identified that link to 
research question four.  
One theme was identified within Images – Meanings:  
• Green Learning, Acquiring New Comprehension.  
Two themes were identified within Skills – Knowledge:  
• Growing up Green, Family Influences That Affect Individuals to be 
Green; and  
• Circle of Life, Encouraging Children to Engage in Green Practices.  
One theme was identified within Stuff – Technology:  
• Green Electronic Word of Mouth (eWOM). Education learning. 
Images – Meanings 
Green Learning, Acquiring New Comprehension 
 Participants discussed their shared ideas associated with the practice of green 
learning and acquiring a new comprehension of the concept. Participants discussed 
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 that they felt that this social influence was beginning to reflect in consumption of 
green products and services, as well as influence green behaviours. Some participants 
spoke of their own experiences in learning about the green concept and others spoke 
of their observations as parents, of their children obtaining a green education, for 
example:  
“Probably in secondary school we started some things come in about 
recycling, I remember bringing in the two bins for our recycling and just the 
normal rubbish.” (ID: 04 – Gen Y). 
“I think our children are taught a lot of it at school.” (ID: 07 – Gen X).    
One participant discussed an actual green school subject that has been initiated 
at her children’s private primary school that the children take part in on a regular 
basis as part of the school education curriculum, for example:   
“Our kids are being taught about being green in school. They’re doing a 
subject – EE, Environmental Education. At school they have chooks and they 
have compost bins and they’re coming home asking me for a compost bin. They 
have wrapper free lunches. All this stuff is from their EE teacher.”  
(ID: 06 – Gen X).    
This discussion presents a significant finding, as the introduction of green 
learning and education into the school curriculum can assist with building a shared 
vision and sense of purpose, encourage role model behaviour, and practices 
individuals desire, and it helps to focus the younger generations to achieve 
environmental sustainability, and the consumption of green products and services in 
the long term. Curriculum renewal can assist with keeping pace with a new 
knowledge generation and should reflect influences of future consumption of green 
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 products and services. It is noted that these comments emerged from younger 
participants. This finding may be a reflection of the period as the introduction of the 
concept of being green, in that the youngest participants may be the first to 
experience any sort of green practices at school, and other young participants are 
observing their children being encouraged to participate in green practices.  
Skills - Knowledge 
Growing up Green, Family Influences That Affect Individuals to be Green 
Participants openly shared their knowledge about the green influences they felt 
that their family had on them. One participant that grew up in a different country to 
Australia discussed her green experience growing up and felt that their green 
behaviours were everyday norms, for example:  
“Growing up in Ireland, I’ve never, ever heard my mother say the word 
recycling, she didn’t really know what green meant. When I was in secondary 
school the garbage trucks started to collect two different loads, it used to all go 
into one, then we got the two wheelie bins, then they brought in recycling and 
then it was normal to separate.” (ID: 04 – Gen Y).    
Interestingly, there were differing responses from different ages participants 
when they discussed the green social influences that they experienced when growing 
up, for example the older participants reflected:  
“I was brought up in Adelaide, so that’s the driest state in the driest continent, 
so we’ve just had it drilled into us from being kids, you know three minutes in 
the shower.” (ID: 11 – Baby Boomer). 
“Growing up was in a sense back to basics, like fresh food, my generation’s 
parents were actually brought up during the depression years, so there’s a 
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 high level of frugality I suppose, or a sense of, like, recycling and not wasting 
and um… I don’t think when we were kids that it was so much a perspective of 
environment and sustainability, but even still those sort of habits still translate 
out to contribute.” (ID: 13 – Baby Boomer). 
“We were brought up on a farm where everything was green by necessity, we 
had no money, we ate what we grew, that whole process was not complex.” 
(ID: 15 – Baby Boomer).    
These participants were brought up by parents who lived through the 
depression, therefore, they felt that frugality was a reflection of those times and that 
they considered not being wasteful as green.  
The oldest participants reflected:  
“There was no such thing as green consumption back then, that’s what 
everybody did. We were greener years ago when we still lived pretty much that 
way. You didn’t buy big heaps of stuff you didn’t need, you didn’t waste things, 
and to me that’s being more green. Everybody had water tanks. You naturally 
recycled, you saved everything that you did and that was kind of green.” 
 (ID: 16 – Grey Market).   
This participant felt that green behaviours were the cultural norm and that 
changes in consumption patterns have changed behaviours. One participant shared 
both her influences from her grandmother and her mother and provided her thoughts 
on the reasons why they were different, for example:  
“I had a good role model in my grandmother, so I reuse plastic bags and I 
don’t waste anything, I’m a bit extreme about my green practices, particularly 
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 in the kitchen. Well, she was from the depression generation, so you know they 
didn’t waste anything.” (ID: 12 – Baby Boomer).“ 
“It’s interesting, because I’m more green than my mother is. Mum was maybe 
more affluent than her mum was, so her mum did it not for green reasons, but 
for economic reasons. My mum didn’t have to maybe do it like that, whereas 
for me, I do it for economic reasons, but more for green reasons if that makes 
sense.” (ID: 12 – Baby Boomer).   
These responses are interesting, as it is evident that social influence is an 
important factor in the influence of green knowledge and green consumption. In 
addition, the changes in cultural norms had differing impacts on different aged 
participants. These comments connect with the notion in the literature (section 2.5) 
that a consumer is more inclined to engage in the consumption of green products and 
to adopt green practices due to the opinion of their reference group, strong links have 
been identified between peer influence and green behaviour. These findings concur 
with what is known in the green marketing literature; however, what is surprising is 
that there is limited discussion in the social practice theory literature in this arena. 
Circle of Life, Encouraging Children to Engage in Green Practices 
 Participants discussed the social influence that they felt that they have on 
their children to engage in green behaviours. One participant discussed her sense of 
pride when she sees her children naturally engaging in the green behaviours that she 
wanted to instil, for example:  
“I definitely influence my kids, because there are times where they go and 
empty the bins and I make it very well known to them what has to go in the 
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 recycle. It’s so good to see them make sure that they’re doing those things and 
now that they’re older they know what goes in what.” (ID: 08 – Gen X). 
“So, even when my kids were little I’d say ‘turn the tap off when you’re 
brushing your teeth, don’t leave the tap running’. Water to me is valuable, I’d 
rather have water than gold.” (ID: 20 – Grey Market).   
Another participant felt that she not only influences her children, but that she 
also encourages her husband to engage in greener behaviours in their everyday lives, 
for example: 
“Oh, I certainly influence my kids I think, to some extent and even my husband 
a little bit. You know, he did go and do the water research when I asked the 
question, so I think there’s a little bit of influence.” (ID: 12 – Baby Boomer).  
While these findings connect and concur with what is known in the green 
marketing literature about social influences, the consumption of green products and 
green behaviour, these findings provide new insights into the understanding about 
actual practices. They assist with the understanding of how to challenge anti-green 
practices in order to recognise how to replace them with more sustainable green 
practices. These findings may indicate that influences in green behaviours may be 
generational, in that variations in behaviour will occur over a period of time. It is 
noted that these comments would suggest that the older consumers are the 
influencers at this point in time, and the younger consumers are the ones being 
influenced to change their green behaviours. 
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 Stuff - Technology 
Green eWOM 
 There is no doubt that the internet and social media have changed the way 
that information is shared, and this would also apply to consumers’ purchases and 
use of green products and services. Participants shared their awareness of the 
communication displayed on Facebook and that for some, this may relate to green 
marketing communications, for example:  
“I see green marketing on Facebook, like the banner ads that come up on 
Facebook.” (ID: 04 – Gen Y). 
“I guess I read a lot of information about recycling on Facebook, because I 
subscribe to lots of different things in the news feed, so I pick up stuff like that 
there.” (ID: 11 – Baby Boomer).   
Marketers also rely on friends or family’s social media ‘likes and shares’ to 
influence other members of consumers’ social grouping. Participants discussed their 
use of Facebook as a prominent factor regarding where they engage in interpersonal 
communications, and how they are influenced by social groups through their green 
virtual or electronic word of mouth recommendations, for example: 
“I guess I see a lot of adverts on Facebook, I might like something on 
Facebook from word of mouth. So I guess that’s quite good marketing really, 
because I’m going to be more interested if one of my friends like it already.” 
(ID: 05 – Gen Y). 
“I’m more likely to trust green marketing that’s coming up through more word 
of mouth or recommendation through social media.” (ID: 10 – Gen X).    
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 In this exchange of ideas participants discussed that they were engaging in 
green electronic word of mouth (eWOM) and that social influences reflect their 
consumption of green products and services. However, it is evident through these 
responses that this has not been used as a significant marketing tool. These 
comments connect with the notion in the literature (section 2.5) that intention to 
purchase a particular green product may be influenced by the individual’s level of 
motivation to comply with those normative beliefs, such as perceived behavioural 
expectations of one’s important referents. It is noted that these comments emerged 
from younger and older participants. This may be evident due to age clusters having 
distinct media usage profiles. It is interesting to note the last participant mentioned 
word of mouth, or a recommendation through social media, as this provides clues as 
to where consumers may be more likely to hear/read word of mouth.  
Summary of Findings for Research Question Four 
In summary, what is intriguing about these findings, within the images 
dimension, is that the introduction of green learning and education into the school 
curriculum can assist with keeping pace with a new knowledge generation and 
should reflect influences of future consumption of green products and services. In 
addition, within the skills dimension, these findings concur with green marketing 
literature that consumers are more inclined to adopt green behaviours due to the 
opinion of their reference group, such as family, and strong links have been 
identified between peer influence and green behaviours. These findings may also 
indicate that influences in green behaviour occur over a period of time, and that 
changes will most likely be generational. Within the stuff dimension, these findings 
also provide new insights that eWOM could be used as a significant marketing tool 
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 to enhance the social influences of the consumers consumption of green products and 
services. 
 Interestingly, by having the older participants share their ideas on social 
influences of green practices they have provided new insights into how to challenge 
anti-green practices in order to recognise how to replace them with more sustainable 
practices. This important finding provides new insights into ‘why’ green practices 
changed the way they did.  
4.4.5 RQ5: What barriers impact consumers’ consumption of green products 
or services?  
The literature highlights that a consumer’s green purchase behaviour is 
subjected to numerous barriers, both internal and external, and these barriers 
intervene at different levels of action. The fifth research question examined the 
barriers that may impact consumers’ consumption of green products or services. Four 
themes were identified that link to research question five.  
Three themes were identified within Images – Meanings:  
• Green Branding not in the Evoked Set;  
• Which One is Green, Reachable Desire, and Limited Comprehension; 
and  
• Perceptions of Transparency in the Green Product Life Cycle 
(Process, Product, Packaging).  
One theme was identified within Stuff – Technology:  
• Green Mobile Marketing (mMarketing) Responsiveness. 
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 Images – Meanings 
Green Branding not in the Evoked Set  
Consumers usually narrow their purchase choices down to a few options, or an 
evoked set. An evoked set is a group of relevant brands that a prospective consumer 
is favourably familiar with when they are thinking about making a purchase 
(Abougomaah, Schlacter, & Gaidis, 1987). The goal of many marketing campaigns is 
to establish their business brand firmly among the evoked set of products considered 
by most target consumers when making a purchase decision. When participants were 
asked if they could recall green marketing, they consistently could not bring to mind 
any green brands or green marketing communications, for example:   
“I don’t know any green marketing, I can’t recall green marketing 
immediately.” (ID: 01 – Gen Y). 
“I can’t think of any examples of green marketing, I don’t think that green 
marketing is relevant to me.” (ID: 08 – Gen X). 
“I’ve gone blank, I can’t think of any green marketing examples.”  
(ID: 13 – Baby Boomer). 
“No, I can’t think of any examples of green marketing because I don’t really 
suss it out.” (ID: 16 – Grey Market).    
These findings are surprising in that none of the participants could recall green 
marketing communication messages and that these responses were consistent through 
all ages. In addition, some participants even remarked that they didn’t think that the 
green marketing was relevant to them even though they had discussed other green 
products and practices in earlier emergent themes. These findings indicate that there 
is a noticeable disengagement between green marketing communications and its 
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 intended meaning, green branding, and the consumers’ evoked set. These comments 
connect with the notion in the literature (section 2.3) that branding assists with 
consumers’ decisions, attitude formation, and memory retrieval in consumer 
response to brands. The findings concur with the literature that concludes that in 
green marketing strategies it has been found that branding is underutilised (Pickett-
Baker & Ozaki, 2008). It is noted that these comments emerged from participants of 
all ages, indicating that there may be limited meaning with green branding across 
different consumers, which limits reasons for consumers to consume or engage in the 
product or service.   
Which One is Green, Reachable Desire, and Limited Comprehension 
Prior themes identified participants’ difficulty in distinguishing which products 
are green. Participants’ repeatedly reported that they were at the store with the 
intention and desire to purchase a green product, however, they found that due to 
limited comprehension as to which products to actually purchase they were 
discouraged. There were two areas that participants discussed, one of which was 
cognitive demand, in that, the participants indicated that they had to do research. 
This is important, as the marketers would want their messages to be easily accessed, 
not leading to additional work before being able to make a purchase, for example:   
“When I went camping I had to search on the packets for green, check them 
out, read them, which is time consuming.” (ID: 08 – Gen X). 
“It’s not so easy to tell if a product is green. I would actually research...I 
would get more information before I actually did purchase.”  
(ID: 13 – Baby Boomer).    
The other one is lack of ease of information, for example:  
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 “It’s hard to tell if products are green, you’d have to do a lot of research 
before you go to the shop.” (ID: 03 – Gen Y). 
“It’s quite hard to tell which products are green, there’s not really a lot of 
information out there about what’s green.” (ID: 20 – Grey Market).    
The participants discussed that they would have to conduct some research to 
gain some knowledge before they actually purchased green products to give meaning 
to it. In addition, one participant reported that conducting the research was time 
consuming. This may be an indication that consumers are willing to purchase green 
products, but are not reflecting this willingness in their shopping behaviours due to 
barriers of limited comprehension, high cognitive demand, and lack of ease of 
information, which may lead to choosing anti-green alternatives. It is noted that these 
comments emerged from participants of all ages. These findings concur with the 
literature that effective branding for environmentally friendly products could add 
meaning and convert passive green consumers who are willing to purchase pro-
environmental products and services to greener consumption.  
Skills - Knowledge 
 Transparency in Green Product Life Cycle (Process, Product, Packaging) 
While it is important to examine factors that influence green consumption 
behaviour, it is also important to understand how factors can act as barriers to this 
behaviour. Participants discussed elements of the product life cycle that were 
identified as an important consideration in the classification of a product being green. 
The elements participants focused on were processes taken to produce the product, 
the actual product, and the package disposal once the product has been used. The 
life-cycle of a product involves the phases of extraction of raw materials, 
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 manufacturing, transport, use, re-use, maintenance, recycling, and final disposal. The 
literature concludes that consumer confidence when purchasing green products is 
lowered due to the lack of transparency (Deshwal, 2012). Participants discussed that 
they would like more transparency in the marketing communications in the areas that 
they consider to be included in the green product life cycle.  
Process 
Some participants reported that their considerations of the consumption of 
green products were in the initial process stages. Participants considered animal 
testing or harm to animal habitats to be non-green initiatives and they expressed that 
this element in the product life-cycle would be a barrier to their consumption of the 
product. These participants discussed that they had to search for information 
regarding these concerns, for example:   
“I’ve done kind of a lot of research into skin care, because I don’t want things 
that are tested on animals.” (ID: 11 – Baby Boomer). 
“I look for who has regulated how that product is harvested, and what kinds of 
chemicals are being used, and where is the quality control, so there’s that kind 
of stuff. I bought some coconut oil yesterday and I thought Sri Lankan, no, 
you’re probably chopping down trees that the chimpanzees or orangutans want 
to access, so I’m not going to buy from you. That was just kind of weighing up 
where I thought, based on the limited amount of information that was there.” 
(ID: 11 – Baby Boomer).   
Other participants expressed their thoughts on the production processes and 
how process methods were considered part of being green and this impacted on their 
consumption of green products. Participants would prefer marketers to be more 
transparent about the production methods, for example:  
Chapter 4: Findings 129 
 “Making the marketing more honest and authentic, being able to relate the 
product back to people involved in production, and being transparent about 
production methods, if that’s a struggle then probably you’ve got a product 
that isn’t actually green.” (ID: 10 – Gen Y).   
“I think the marketers should be concise...if I know that a product has been 
manufactured in a way that’s more environmentally friendly, as well as the 
benefits of it or that it doesn’t compromise the environment in how you use it, 
they’d be the things I’d be looking for.” (ID: 12 – Baby Boomer). 
Product 
In the middle phase of the life cycle participants reported their concerns for 
how the actual product is produced, how the product might affect the environment, 
and that this may impact their consumption of green products. They discussed that 
they would like to see more information in this regard, for example: 
“I think it should absolutely tell you how this is green...not just this is green, 
this is green because the products I used are organic.” (ID: 03 – Gen Y). 
“The marketers could include more information, if I am going to buying it and 
I’m trying to make a choice, at least there should be some awareness of impact 
of the product on the environment.” (ID: 11 – Baby Boomer). 
“If a product claims to be green, I expect to see about how it’s produced 
and/or what impact on the environment the product might have, so for 
example, if it’s a cleaning product, is it going to be safe to go down drains and 
the creeks? So, it’s both how it’s made, how it’s produced, but also what the 
after use impact might be.” (ID: 12 – Baby Boomer). 
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 “I expect to see all the information that proves that this product is green. What 
makes this product green and that one not.” (ID: 19 – Grey Market).    
 Packaging 
Participants discussed the final phase of the product life cycle, such as re-use 
and disposal, recycled or biodegradable products that are considered green. 
Participants would like to know what happens to the product in terms of its/or the 
packages disposal once used, for example:  
“I think the packaging has to at least be natural and biodegradable, I think it’s 
very important when you say something is green that you let the person know 
why.” (ID: 03 – Gen Y). 
“One aspect and generally in terms of wastage, so with packaging and things 
like that, that it’s all biodegradable or recyclable as much as possible, so it’s 
not leaving residue or landfill that is going to be hard to break down.”  
(ID:11 – Baby Boomer).    
One participant discussed how transparency in all three elements of the product 
life cycle would allow consumers to understand how green a product is, for example: 
“Sometimes I wonder if it’s got the green stamp, how much is it green, is it a 
recycled container it’s in or is the product fully green, I don’t trust how they 
make that product, so I don’t totally trust green.” ( ID: 06 – Gen X).   
Participants were aware that there were different elements of the green product 
life cycle, though these responses indicated that there is limited transparency in all 
three elements. This may suggest that firms are indeed not engaging in all three 
elements and only use one or two of these elements to claim that their products are 
green. Alternatively, this may provide new insights into this area, in that increased 
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 knowledge would provide consumers with meaning and reasons to engage in the 
consumption of green products. These comments connect with the notion in the 
literature (section 2.5) that knowledge reduces barriers (Gleim et al., 2013). 
Knowledge has a positive effect on the purchase of green products and pro-
environmental behaviours; thus, consumers who are more knowledgeable about the 
product life cycle may be more likely to act in favour of consuming a green product 
or service. It is noted that these comments emerged from participants of all ages. 
This finding indicates that across all ages, consumers were interested in engaging in 
more transparent information. 
Stuff – Technology 
Green mMarketing Responsiveness 
Mobile marketing (mMarketing) has quickly become one of the most integral 
parts of the marketing mix landscape in response to changing consumer needs. 
Mobile marketing can provide consumers with time and location sensitive, 
personalised information that promotes products and services. Participants shared 
their thoughts on the use of mobile marketing. When the participants were asked if 
they know of any Apps that can help them be green, they repeatedly reported that 
they did not know of any green Apps, for example:  
“No, I don’t know of any green Apps.” (ID: 01 – Gen Y). 
“No, I’ve never heard of any green Apps.” (ID: 08 – Gen X) 
“No, I don’t have of any Apps, because until 3 days ago I didn’t have a smart 
phone.” (ID: 12 – Baby Boomer). 
“I would not be able to use a smart phone in the first place to look at Apps.” 
(ID: 16 – Grey Market).   
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 One younger participant suggested that they did know of two Apps that they 
considered to be versions of green Apps, for example: 
“I know Apps which tell you where vegan restaurants and I did read about one 
App which is like ethical in general, like if they are made by children in 
Africa” (ID: 05 – Gen Y).     
Interestingly, the Apps that this participant suggested might not actually assist 
the individual to be green; however, they do link to the other concepts that 
participants raised in the earlier theme of what they considered to be green 
consumption, such as eating organic vegetables and the preservation of animals. 
However, this is the first instance in this study where a participant linked green 
consumption to ethical behaviours, such as the treatment of children.  
The heightened awareness of Apps, compared to the other participants, may be 
explained due to the age cluster’s distinct media usage profile. It is interesting to 
note, however, that there are more than 1 million Apps available to download, yet 
participants in this study were not aware of any Apps to help them be green. While a 
successful App could be measured by its healthy install rates and limited uninstall 
rates, these findings suggest that there may be a lack of successful marketing 
strategies to actually drive traffic to green Apps. The social practice literature 
concludes that interaction between the consumer and a product or service is 
important, as engagement of a product or service unfolds into the emergent doing of 
practice; therefore, limited interaction may create a barrier to consumption. It is 
important to note that the use of a green App would not be a tangible interaction, 
however, it would be virtual interaction. These comments connect with the notion in 
the literature (section 2.4.1) that consumers’ intention to perform a green behaviour 
may increase through marketers attempting to improve consumer awareness and 
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 perceptions towards the advantages of green products and services, and the benefits 
of going green. This is an interesting finding that indicates that green mMarketing 
and green, Marketing strategies may have been under-researched in the green 
marketing literature.  
Summary of Findings for Research Question Five 
 In summary, it was found within the images dimension that there is 
disengagement between green marketing communications and their intended 
meaning, green branding, and the consumers evoked set. It was been found that there 
is an indication that consumers are willing to purchase green products, but they are 
not reflecting this willingness in their shopping behaviours due to barriers of limited 
comprehension, and as a result they are choosing anti-green alternatives. In addition, 
within the skills dimension, it was found that consumers are aware that there are 
different elements of the green product life cycle, though the research indicates that 
there is limited transparency in all three elements. Moreover, a significant finding 
within the stuff dimension is that there may be a lack of successful marketing 
strategies to actually drive traffic to green Apps. Therefore, green eMarketing and 
green eMarketing strategies may be under-researched in the green marketing 
literature. 
4.5 ADDITIONAL EMERGENT THEMES 
Something evident in the interview data was that the interviewees did not seem 
to separate their everyday green practices, such as recycling, from green marketing 
and it was difficult to interview the participants on straight green marketing. The 
observations of what was taking place in the interviews was very much that there 
was a huge underlying sense of not just dealing with the marketer, it was all about 
the environment and it was difficult for the participants to separate the two notions. 
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 When the interviewer was talking to the participants about marketing, they only saw 
marketing as one part of what they were doing and it was evident that they seemed to 
be cynical. This seemed to form the footing as to whether they were going to 
purchase the green goods or services. The findings indicate that the marketing aspect 
of green consumption sits on top of a cluster of practices in terms of an 
environmental sense. There appears to be a foundation of practices and beliefs for 
green products and services.  
The following emergent themes came forward from the participants’ 
discussions in the areas of personal practices, holiday/relaxation practices, work 
practices, and government practices. The following section headings and the 
emergent themes are classified within the Shove and Panzer (2005) framework. Four 
themes were identified, each with at least one sub-category  
Personal practices:  
• One theme was identified within Skills – Processes: Green 
Consumption Practices.  
• One theme was identified within Skills – Knowledge: Green 
Consumption Practices Individuals Would Like to Do but Don’t.  
Holiday/relaxation practices:  
• One theme was identified within Skills – Knowledge: Eco Certified 
Services.  
Work practices:  
• One theme was identified within Skills – Processes: Individuals Green 
Work Routines.  
Government practices:  
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 • One theme was identified within Skills – Knowledge: Government 
Influence on Practices. 
Personal Practices 
Skills - Process 
Green Consumption Practices  
Green consumers are defined in the literature as individuals who have 
preferences for environmentally friendly products and motivations that are aligned 
with the preservation of the environment (Noonan & Coleman, 2013). Green 
consumers demonstrate an interest in product characteristics, such as recyclability 
and chemical content, organic, energy efficient, or having biodegradable packaging 
(Leonidou et al., 2010). Participants discussed their interpretations of green 
consumption in terms of processes that they performed in their everyday lives, in 
particular recycling behaviours. In line with earlier themes, the participants tended to 
see recycling efforts as part of their green consumption behaviours, for example, the 
theme on using plastic shopping bags. The following quotes capture how the 
participants saw what they were capable of, and did achieve, in terms of what was 
their normal and acceptable recycling behaviours in their everyday experiences, for 
example: 
“I have two bins in my kitchen, so I have the garbage one and my recycling 
one is actually bigger than my garbage one, because we have a waste disposal 
in our house.” (ID: 04 – Gen Y). 
“I try to make sure that I am putting the right things in the recycle bin.” (ID: 
08 – Gen  X). 
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 “We don’t have garbage services, so we’re really conscious of all the things 
we use, because we’ve got to get rid of it; we’ve got to take it to the tip, so we 
sort everything into different types of recycling.” (ID: 11 – Baby Boomer).  
 Some participants discussed their green consumption behaviours in terms of 
processes that saved water or power, for example: 
“Instead of just showering and letting the water run down the drain pipe, we 
might actually have a bucket in the shower where we’re collecting the water 
and we’re recycling it and using it out on the garden.” (ID: 07 – Gen X). 
“We’re on tank water, so to have shorter showers is just a standard thing, so I 
don’t even think of that as green living, that’s just kind of standard thing.” 
 (ID: 11 –  Baby Boomer).  
“Pretty much I just turn lights off all time, making sure the whole house isn’t lit 
up.” (ID: 09 – Baby Boomer).  
“I try not to use electricity so much and I don’t have gas or anything like that.” 
(ID:18 – Grey Market).    
Participants discussed focusing their green consumption behaviours on a level 
of environmentally friendly practices that are aligned with the preservation of the 
environment. However, it is interesting to note that within these responses 
individuals did not interpret other practices that are known to be acceptable and 
appropriate cultural norms, as their own green behaviours. Examples of these may be  
washing clothes in cold water, running the dishwasher only once a day, installing 
low-flow shower heads, closing internal doors of rooms that are not in use when 
heating or cooling the house, drying clothes on the line rather than a dryer. These 
comments connect with the notion in the literature (section 2.4.1) that consumers 
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 may face a difficult and self-conscious challenge of having consistent green 
consumption behaviours. It is noted that these comments emerged from participants 
of all ages, which suggests that there is a certain level of awareness as to what green 
consumption is throughout consumer generations.  
Skills - Knowledge 
Green Consumption Practices Individuals Would Like to Do but Don’t 
Literature concludes that there is a lack of predictability between consumer’s 
attitudinal intentions and behaviour with green consumption (Cowan & Kinley, 
2014; Han & Kim, 2010; Hu et al., 2010). This notion is explored in this theme 
where participants discussed green behaviours that they would like to do but don’t, 
and also expressed how this makes them feel. In one regard, this is similar to the 
above discussion, in that the participants tended to see recycling efforts as part of 
their green consumption behaviours; however, this is different from above as the 
following quotes capture how the participants saw what they don’t do in terms of 
what are their normal and acceptable recycling behaviours in their everyday 
experiences, for example: 
“I’m not the most stellar example of using those bins properly. I know that I put 
things that are not recyclable into the recyclable and vice versa. I probably 
could adopt a more consistent approach to my consumption and my habits.” 
(ID: 01 – Gen Y). 
“We recycle, though in saying that, if my recycling bin was full and I was too 
lazy to go outside, I would throw it into the other bin, yeah, I would.”  
(ID: 04 – Gen Y). 
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 “Sometimes I’m a little lazy with the garbage, we only have, like, a small 
recyclable bin, and sometimes I’ll put a few extra items in the bin that I 
shouldn’t be.” (ID: 07 – Gen X).   
Participants also indicated that they would like to recycle, yet they were unsure 
if they were correctly performing the recycling behaviours, for example: 
“It is hard to know how to use them, it’s like the coffee cups; it’s cardboard but 
it’s coated in coffee, and the same with tins; do you rinse and then chuck?” 
(ID: 01 – GenY) 
“I do get very confused sometimes what are recycling and I’ve heard that you 
have to clean them before you put them in, and I’m not sure about that, I still 
do recycle, but you know it is, it’s confusing and I don’t think that it’s spoken 
about enough” (ID: 08 – Gen X).   
 Other participants discussed their water and power usage in terms of green 
consumption that further highlights what they think they should do and what they 
actually do, for example: 
“Something that I could do to help protect the environment, maybe cut down 
on the time in the shower. I put fans on, the lights on, the TV would be on, I 
wouldn’t even be watching it, so I could probably save a bit more energy by 
putting them out.” (ID: 02 – Gen Y).  
“We could have conserved more power.” (ID: 06 – Gen X). 
“Well, we have a spa, I feel quite guilty when I use it. It uses a lot of power and 
a lot of chemicals. Mainly using energy, you just realise how much you use.” 
(ID: 09 – Gen X).   
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 One participant expressed their lack of knowledge in terms of green 
consumption about product ingredients, but reflected that this is really their own 
responsibility, because they have not taken steps to find out what is safer to use:  
“I’m not as knowledgeable as I probably could be, like, I haven’t researched 
various ingredients to know what’s really safe for the environment.” 
 (ID: 12 – Baby Boomer).  
In further insights, participants discussed their own reasons as to why they felt 
that they were not performing green behaviours. Literature concludes that the easiest 
consumers to influence may be those who have an internal locus of control (McCarty 
& Shrum, 2001). Consumers with an internal locus of control on environmental 
beliefs and behaviour may only need to be reminded that their behaviour will make a 
difference. Locus of control refers to the extent to which individuals believe they can 
control events affecting them. Some participants interpreted that the types of 
property they resided in seemed to dictate much of the extent of the level of the green 
consumption behaviours that the participants felt was achievable, for example:  
“We don’t have a garden or anything, because we live in a unit, so we’re not 
out gardening, or composting, or growing our own vegetables. I suppose if we 
lived somewhere different that we had a backyard, maybe we would do more.” 
(ID:02 – Gen Y). 
“To try and get enough to eat, you’ve got to be growing on a larger scale than 
we are, so we’re kind of limited by the land we have.”  
(ID: 11 – Baby Boomer). 
“I don’t have a big block of land or I would probably like to grow a whole lot 
more of my food.” (ID: 13 – Baby Boomer).   
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 One participant discussed their inability to engage in green consumption in 
terms of their difficulties to have solar panels, for example:  
“There are too many trees in around our house for us to have solar panels. 
Well, they’re not in our yard actually, we back onto bushland.”  
(ID: 09 – Gen X).   
One participant discussed how she recognised that other people in her family 
were performing non-green behaviours, for example: 
“I’ve woken up and the fan has been left on in the lounge room, but that’s 
other people’s fault, so I guess educating the rest of the family to be mindful.” 
(ID: 09 – Gen X).   
Finally, one participant discussed their inability to grow their own vegetables, 
which they interpreted as green consumption, due to the Australian wildlife, for 
example:  
“I’m trying to grow my own food, although the possums are creating a 
problem with that at the moment.” (ID: 10 – Gen X). 
Participants suggested that they would engage in green consumption 
behaviours if there weren’t other elements hindering them from doing the behaviour. 
These comments connect to the notion in the literature (section 2.4.1) that it is 
difficult to predict consumer’s intention to perform a green behaviour. It is noted that 
these comments emerged from younger and older participants. Interestingly the 
younger participants were largely contributing to these discussions, whereby they 
stated they were lazy when recycling, unsure what to recycle, they felt that they 
could waste water and power, they blamed other things for their non-green 
consumption, such as too many trees on their property to have solar, others in the 
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 family not being green, and wildlife eating their vegetables. These participants 
demonstrated a propensity to be green, and yet there was a pretext not to perform 
green behaviours. Therefore, these findings may demonstrate that if consumers’ 
motivations are aligned with the preservation of the environment, there may be a 
misalignment with consumers understanding of what green consumption practices 
are. This is an important finding, as these practices may be forming the footing as to 
whether they are going to purchase the green goods or services. 
Holiday/Relaxation Practices 
Skills - Knowledge 
Eco Certified Services, Consumers Tick of Approval 
While much of the green marketing literature tends to focus on the purchase of 
green products and services in the retail environments or essential services, such as 
energy and water, a participant also spoke about a broader set of ‘green services’. 
One participant, who has studied extensively in the area of eco tourism in Australia, 
offered some interesting insights into the eco certification process through a board 
called Eco Tourism Australia. This board endorses green practices that are performed 
by firms in order to motivate consumers to engage in green holiday/relaxation 
practices outside of the home or work, for example:  
“Eco Tourism Australia has a Fair Trade logo, any hotel can apply to be 
certified eco, then they are assessed. They start off with the bronze and then an 
auditor would go out and have a look around their hotel and say your 
recycling needs to improved, or the way some hotels throw your towels on the 
ground if you want the housemaid to lift them and clean them, otherwise they 
won’t be done.” (ID: 02 – Gen Y).  
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 This participant then discussed how the service firm would present their eco 
certified awards to ensure consumer awareness, such as displaying awards and eco 
labelling on all of their marketing communications, for example:  
“Hotels sometimes have all their awards at the back, so if they’re eco certified 
they’ll be given a certificate that says that is hotel is eco certified. They’ll be 
given the labels that they can put on all their printing, like their business cards, 
brochures for the hotel, and it’s a tick that you go tick, which shows that 
they’re obliging by environmental standards and they market themselves then 
as being an eco-friendly hotel.” (ID: 02 – Gen Y).    
In addition, the participant then included a discussion of different types of 
services, such as water activities, that Eco Tourism Australia also now endorses, for 
example:   
“Eco Tourism Australia have moved into activities including the Great Barrier 
Reef boat activities, whale watching boats and water sports.”  
(ID: 02 – Gen Y).    
The certification of green services could assist with motivating consumers to 
recognise and prompt them to respond to green relaxation practices. The inclusion of 
these green relaxation practices in an individual’s learned mental routines could 
prompt individuals to move to a more holistic approach to their green consumption in 
their everyday lives. An individual could be more motivated to engage in green 
consumption throughout different areas of their life, private, holiday/relaxation, and 
work. These comments connect with the notion in the literature (section 2.5) that a 
consumers green self-image can positively influence subsequent perceptions and 
green practices, not only in the home, and during holidays and times of relaxation, 
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 but also at work. These comments emerged from one participant who studied 
extensively in this area, interestingly, none of the other participants discussed green 
behaviours in this way. This may suggest a lack of awareness or misalignment in 
understanding of the types of green holiday/relaxation services that are available.   
Work Practices 
Skills - Process 
Individuals Green Work Routines  
Participants discussed the elements that had been introduced into their work 
mental routines that motivated them to engage in green work behaviours. Participants 
discussed their green work motivations, in terms of the green corporate culture 
introduced by their employers, for example: 
“This workplace has influenced me, here at QUT they encourage you to be 
green, and I’ve never had that before at any other workplaces in Australia.” 
(ID: 04 – Gen Y). 
“There is a sustainability committee here at work.” (ID: 11 – Baby Boomer). 
“I think I’m working with a work group and also probably in an institution that 
has a high level of awareness and promotes green.” (ID: 13 – Baby Boomer).  
Other participants discussed green behaviours that have been introduced by 
their co-workers or themselves that have motivated them or their colleagues to 
engage in the green work behaviours, for example: 
“A person at the office always takes our shreddings from the shredder to bring 
them home to compost. She raises guinea pigs as well, so used to use it as 
bedding for the guinea pigs.” (ID: 02 – Gen Y). 
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 “It’s interesting because I don’t know what came first. I guess when people 
heard that I had chickens, someone said why don’t bring a scrap bucket in for 
them, and I thought that’s a great idea, then it’s just become a norm now, so 
the bucket is in the lunch room and everyone puts the scraps in.”  
(ID: 11 – Baby Boomer). 
Other participants revealed the recycling habits at work that enabled them to 
become green practitioners in their everyday work life in an unthinking manner. The 
following green behaviours that participants discussed were proactively initiated by 
the work place, for example:  
“At work here, under the desks, we have our own little baskets for our paper 
recycling.” (ID: 02 – Gen Y).   
“QUT make it easy for you, they have your paper bin and then you’ve got the 
little tub to put any garbage, or peelings, and then I’ve got a separate tray 
where I putting my shredding in.” (ID: 04 – Gen Y). 
“We have recycling bins at work, but there are boxes under our table where 
you put the paper, so you have to go and shred that paper.” (ID: 09 – Gen X). 
“Next to the photocopiers there are boxes for recycling the paper, and the 
coffee machine we’ve got the pods that are recyclable, so we put them into a 
separate container, and there’s a recycling and a landfill bin in the kitchen, 
two separate bins.” (ID: 11 – Baby Boomer).   
Participants discussed that a critical environmental perspective was cast upon 
them, such as unthinking disposal of waste, and their habitual behaviours were then 
motivated to respond. This connects with the notion in the literature (section 2.6) that 
the use of practice-based approaches re-conceptualises green behaviour change 
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 initiatives and attempts to intervene in green practices. It is noted that these 
comments emerged from younger and older participants. It is important to note that 
the oldest participants in this study did not contribute to this discussion due to the 
fact that all of the participants in that age group were retired. 
While participants discussed their green work behaviours, it is interesting to 
note that within these responses individuals did not interpret other green work 
practices that are known to be acceptable and appropriate cultural norms. Examples 
of these may be purchasing recycled photocopy paper and envelopes, reusing 
stationary for notepaper, using biodegradable cleaners, installing sensor lights rather 
than leaving lights on, particularly in the lunchroom and bathrooms, and sharing 
ideas for green practices with co-workers. These findings indicate that if these 
practices were consistently and proactively introduced in workplaces throughout 
Australia, consumers may be more likely to become knowledgeable green 
consumption practitioners. This may motivate consumers to perform these green 
practices holistically, and in turn they may be more likely to purchase green products 
to service these practices.  
Government Practices  
Skills – Knowledge 
Government Influence on Practices  
 Throughout the interviews, a number of participants raised dialogue 
concerning the government and their influence over green consumption behaviours. 
Some participants saw the government as having a positive influence, suggesting that 
governments have instigated successful green initiatives, for example:  
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 “I think local things like community gardens, or you know how the government 
plants that tree out the front, is good to make sure everyone has like that bit out 
the front of their house.” (ID: 03 – Gen Y). 
“I think the plastic bags in Ireland were a government incentive, they have a 
huge litter problem in Ireland anyway, especially in the country.”  
(ID: 04 – Gen Y).    
 Interestingly, while these participants’ comments were related to initiatives 
that helped to save the environment, they were not government incentives that 
encouraged consumers to purchase green products or services. However, in further 
insights other participants did raise this concept by suggesting that governments 
should be more supportive of green products and services, as well as everyday green 
behaviours, for example: 
“I think the government should all be on board, shouldn’t they, because it 
effects everyone in our everyday life, the government could do more to develop 
a campaign to change behaviours. ” (ID: 07 – Gen X).  
“I think it would be a step in the right direction for the government to 
implement a green standard, but I’m just thinking even in terms of calling 
something organic, that’s still really difficult to standardise.”  
(ID: 11 – Baby Boomer). 
“The government doesn’t encourage solar power or water tanks, I don’t think 
the government helps enough.” (ID: 20 – Grey Market).   
These participants suggested that there were limited green government 
initiatives and that they would like the government to be more supportive in this area. 
This may indicate that participants felt that the government does have the power 
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 impact on change. Moreover, one participant suggested that consumers have no 
power to impact change and indicated that consumers are dependent on the 
government, for example:    
“I think as a world in general it doesn’t feel like we have much power over the 
big things, so it’s easy to say ‘oh well the government won’t bring in proper 
legislation, so why should we bother’.” (ID: 12 – Baby Boomer).  
One participant, who is passionate about climate change, added to this 
discussion by expressing her thoughts on the importance of the G20 summit. She 
stated that she felt that while the government was not supportive, she did believe that 
this event raised awareness for climate change, for example:   
“I went recently to G20 protests. There was for all sorts of reason for 
campaigning, but I was more there for, like, climate change not being on the 
agenda. I think the government is pretty blinkered with climate change, but 
Barack Obama did a great speech and highlighted the importance of 
addressing climate change.” (ID: 05 – Gen Y). 
 Whilst the government suggests that they aim to improve environmental 
management procedures and their plans for a cleaner environment are central to their 
vision, it is evident here that participants are not aware of the government’s vision. It 
appears that participants believe that governments have the power to initiate 
programs to assist consumers to be greener, yet they felt that this expectation is not 
being realised. This is a potentially significant finding, as it may indicate that green 
government initiated marketing programs to influence behaviours may be important 
for the consumption of green products and services. 
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 In summary, what is intriguing about these findings within the skills dimension 
is that, in contrast to previous conceptualisations, the marketing aspect of green 
consumption sits on top of a cluster of practices in terms of an environmental sense. 
An intriguing finding is that the certification of green services could assist with 
motivating consumers to recognise and prompt them to respond to green services, 
such as green relaxation practices. Furthermore, participants indicated that they were 
motivated to engage in green work practices through encouragement and awareness 
at work. While awareness has been addressed in the green marketing literature, these 
findings offer new insights by suggesting that proactively introducing green practices 
into workplaces throughout Australia may be more likely to motivate consumers to 
purchase green products at work and perform these green practices in the home. 
Lastly, a potentially significant finding is that green government initiated marketing 
programs to influence behaviours may be important for the consumption of green 
products and services. 
4.6 CONCLUSION 
 In conclusion, the results from the data collection process have been 
presented throughout this chapter. This was supported by the extensive use of the 
participants’ comments. A number of patterns that emerged from the results were 
identified and subsequently discussed. A detailed analysis of the summative 
responses obtained from interviewing participants was also presented. Overall, 
twenty emergent themes were identified under the five research questions using the 
social practice theory framework. In addition to the themes linked to the research 
questions, four other emergent themes were identified. It is noted that some areas of 
the framework were not included in the themes in every section of the analysis as 
some areas were not raised by the participants. Table 4.2 details a matrix summary of 
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 the identified themes discussed using Shove and Pantzar’s (2005) social practice 
theory framework. 
Table 4.2 Matrix Summary of Themes 
  4.4.1 RQ1: How do consumers interpret firms’ green credentials and 
their green marketing communications? 
Images Meanings 
 
Symbols 
 
Interpreting Green is More Than Practical, it’s Emotional  
Label Looking to Authenticate Green 
Recognising Green Symbols 
Identifying Plastic Shopping Bags as a Symbol of Negative Green 
Credentials 
Skills Knowledge Interpretations of Being Seen as Green  
  
 
4.4.2 RQ2: How do consumers interpret their green consumption efforts 
in their everyday lives? 
Images Meanings 
 
Consumers Interpretation of Green Consumption 
Mixed Green Consumer Practices 
Skills Process Changing Practices Over the Years 
Stuff Materials Tangible Elements Used in Green 
  4.4.3 RQ3: What motivates consumers to purchase green products or 
services? 
Images Meanings Local Suppliers are Favoured as Green 
Skills Knowledge 
 
Processes 
Push or Pull, Individuals Level of Greenness Motivating Their Interest in 
Green Marketing 
The Halo Effect (Product, Price, Place, Promotion) 
  4.4.4 RQ4: What social influences reflect consumers’ consumption of 
green products or services? 
Images Meanings Green Learning, Acquiring New Comprehension 
Skills Knowledge 
 
Growing up Green, Family Influences That Affect Individuals to be Green 
Circle of Life, Encouraging Children to Engage in Green Practices 
Stuff Technology Green eWOM 
  4.4.5 RQ5: What barriers impact consumers’ consumption of green 
products or services?  
Images 
 
Skills 
Meanings 
 
Knowledge 
Green Branding not in the Evoke Set 
Which one is Green, Reachable Desire and Limited Comprehension 
Transparency in Green Product Life Cycle (Process, Product, Packaging) 
Stuff Technology Green mMarketing Responsiveness 
 
Skills 
 
 
 
 
Process 
Knowledge 
 
Process 
Knowledge 
4.5 Additional Emergent Themes 
Green Consumption Practices 
Green Consumption Practices Individuals would like to do but don’t 
Eco Certified Services 
Individuals Green Work Routines 
Governments Influence on Practices 
  
Table 4.3 summaries the results from the research questions thematic findings 
presented in this chapter. A summary of the thematic findings from the additional 
emergent themes is also presented in Table 4.3. 
 
150 Chapter 4: Findings 
 Table 4.3 Thematic Findings 
Thematic Findings 
RQ1: How do consumers interpret firm’s green credentials and their green marketing 
communication? 
 Participants interpretations include: 
Images - Meanings 
− Feelings of emotion provide a reason to purchase green products 
− Beliefs are that personal green practices can contribute to the solution of a problem 
− Unsure if they’re doing the right thing or if they are deceived by buzzwords 
− Scepticism could impact on reasons not to engage in green practices through using the 
products  
− Labels are an important method of information, yet, labels are not included in the 
information search  
− Difficulty in making sense of the information on labels, information is not engaging or 
informing 
− Questionable authenticity of information presented on product labels 
Images - Symbols 
− Green logos have not been aptly associated in the consumers’ minds 
− High cognitive demand when trying to determine what symbolises green 
− Branding of recognisable symbols could achieve first mover advantage 
− Plastic shopping bags are strong marketing communicators 
− There is a willingness to challenge old shopping practices 
Skills - Knowledge 
− Consumers question the integrity of the firms’ green image 
− Image of a firm plays a crucial role in influencing buying behaviours 
RQ2: How do consumers interpret their green consumption efforts in their everyday lives? 
 Participants interpretations include: 
Images - Meanings 
− Lack of consistency in meanings of what green consumption actually is 
− Difficulty in achieving consistent green consumption behaviour 
− Expectation of green products is often hurt by the perception that they do not deliver on 
their environmental promises  
− There may be a correlation between age and a more profound awareness of behaviours 
− Improved awareness towards the advantages and benefits of going green may increase 
intention to perform a green behaviour  
Skills - Knowledge 
− Older consumers felt that their interpretations of green consumption was well developed 
prior to what is thought to be current trends 
Stuff - Materials 
− Interaction with tangible elements is important because an engagement with materials 
can unfold into the emergent doing of a practice 
RQ3: What motivates consumers to purchase green products or services? 
 Participants motivations include: 
Images - Meanings 
− Motivations include things other than just the product attributes, such as how goods are 
transported and green supply chains 
Skills - Knowledge 
− Specifically targeted push or pull strategies enhance motivation to purchase green 
products 
Skills - Processes 
− The word ‘eco’, premium prices and an in-store experience motivate 
− Clues, such as quantifiable outcomes of green behaviour, or cognitive cues in the form a 
catch-phrases motivate 
− Current green marketing mix strategies are not as motivating to the oldest consumers as 
they may be to the younger generations 
RQ4: What social influences reflect consumers’ consumption of green products or services? 
 Participants social influences include: 
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 Images - Meanings 
− Green learning in the school curriculum can encourage role model behaviour in the long 
term for younger consumers. 
Skills - Knowledge 
− Social influence is an important factor in the influence of green knowledge and green 
consumption 
− Influences in green behaviours may be generational and variations in behaviour occur 
over a period of time. 
− Older consumers are the influencers at this point in time and the younger generations are 
the ones being influenced to change their green behaviours. 
Stuff - Technology 
− Green eWOM is not being used as a significant marketing communication tool 
RQ5: What barriers impact consumers’ consumption of green products or services? 
 Barriers that reflect participants consumption include: 
Images - Meanings 
− A noticeable disengagement between green marketing and its intended meaning, green 
branding and the consumers’ evoked set 
− There is limited meaning with green branding across all age groups, which limits reasons 
for consumers to consume or engage in the product or service 
− Conducting green product research to gain knowledge is time consuming  
− Willingness to purchase green products is not reflected in shopping behaviours due to 
limited comprehension, high cognitive demand, and lack of ease of information, which 
may lead to choosing anti-green alternatives 
Skills - Knowledge 
− There is limited transparency in green product life cycles 
Stuff - Technology 
− There may be a lack of successful marketing strategies to actually drive traffic to the 
green Apps 
Additional emergent themes 
 Emergent findings include: 
Skills - Processes 
− Difficulty in predicting intention to perform a green behaviour, consumers may engage 
in the green behaviours if there weren’t other elements hindering them  
Skills - Knowledge 
− Certification of green services could assist with motivating consumers to recognise and 
prompt them to respond to green relaxation practices 
Skills - Processes 
− A green self-image can positively influence perceptions and green practices, not only in 
the home, during holidays, and times of relaxation, but also at work 
− There may be a lack of awareness or misalignment in understanding of the types of green 
holiday/relaxation services that are available 
−  Environmental perspective were cast upon workers, such as unthinking disposal of 
waste and their habitual behaviours were then motivated to respond  
Skills - Knowledge 
− Beliefs are that governments have the power to initiate programs to assist consumers to 
be greener, yet this expectation is not being realised 
 
The thematic findings of the interview data have provided a rich and 
descriptive understanding of the participants’ perceptions and attitudes towards 
firms’ green marketing initiatives to understand how they influence green 
consumption practices. Throughout the analysis stages of this study an iterative 
process of constant comparison between the data and the Shove and Pantzar (2005) 
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 framework was followed to determine the emergent themes that addressed each of 
the five research questions, as well as the additional emergent themes, as shown in 
Tables 4.2 and 4.3.  
Within the thematic findings, a number of central categories and concepts 
emerged that were described along a number of dimensions. The next stage involved 
determining which of the descriptive categories demonstrated sufficient consistency 
in their dimensions to combine them to create analytical categories. Consequently, 
the descriptive categories were drawn into analytical categories, to develop deeper 
insights that relate to higher order thinking of key findings that may inform future 
theory building in regard to consumers’ green consumption practices. The analytical 
categories provide a new perspective on what has been described and aid in 
expressing the way elements are grouped and how they relate to each other. Table 
4.4 shows the development of analytical categories built from the descriptive 
categories. The four key analytical categories that emerged are: Power and Meaning 
of Green Symbols, Scepticism of Credible Green Validity, Consciousness Driving 
Green Understandings, and Interpretations, Influences, and Motivations from 
Information Sources and their implications are discussed in Chapter Five. 
Table 4.4 Integration of Descriptive Categories into Four Analytical Categories 
RQ Descriptive Categories Analytical Categories 
RQ1 
RQ1 
 
RQ2 
AET 
− Recognising Green Symbols 
− Identifying Plastic Shopping Bags are a Symbol of Negative 
Green Credentials 
− Tangible Elements Used in Green 
− Eco Certified Services, Consumers Tick of Approval 
Power and Meaning 
of Green Symbols 
RQ1 
RQ1 
RQ1 
RQ2 
AET 
− Interpreting Green is More Than Practical, it’s Emotional 
− Label Looking to Authenticate Green 
− Interpretations of Being Seen as Green 
− Mixed Green Consumer Practices 
− Government Influence on Practices 
Scepticism of Credible 
Green Validity 
RQ2 
RQ3 
 
RQ4 
− Changing Practices Over the Years 
− Push or Pull, Individuals level of Greenness Motivating Their 
Interest in Green Marketing 
− Circle of Life, Encouraging Children to Engage in Green 
Consciousness 
Driving Green 
Understandings 
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 RQ4 
AET 
Practices 
− Green mMarketing Responsiveness 
− Green Consumption Practices 
RQ2 
RQ3 
RQ3 
RQ4 
RQ4 
RQ4 
RQ5 
RQ5 
RQ5 
 
AET 
AET 
− Consumers Interpretation of Green Consumption 
− Local Suppliers are Favoured as Green 
− The Halo Effect (Product, Price, Place, Promotion) 
− Green Learning, Acquiring New Comprehension 
− Growing up Green, Family Influences That Affect Individuals to 
be Green 
− Green eWOM 
− Green Branding not in the Evoked Set 
− Which one is Green, Reachable Desire and Limited 
Comprehension 
− Transparency in Green Product Life Cycle (Process, Product, 
Packaging) 
− Green Consumption Practices Individuals Would Like to Do but 
Don’t 
− Individuals Green Work Routines 
Interpretations, 
Influences and 
Motivations from 
Information Sources 
 
In the final chapter, the results of this study are compared against the 
literature reviewed in Chapter Two of this thesis. The purpose is to identify and 
discuss any major gaps emerging from within the theories discussed. Conclusions are 
then drawn in response to the research questions. Finally, the propositions developed 
in Chapter Two are assessed and future research recommendations are presented.  
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 Chapter 5: Discussion 
5.1 INTRODUCTION 
This thesis has examined consumers’ perceptions and attitudes towards firms’ 
green marketing initiatives and how they influence green consumption and green 
purchase behaviour through addressing five research questions. The previous 
chapters introduced the program of research (Chapter One), outlined the relevant 
streams of literature related to the development of the field and proposed a 
theoretical framework within which to conduct this research (Chapter Two), fully 
discussed the methodological approaches taken to conduct the research (Chapter 
Three), and reported the results (Chapter four). This chapter concludes the thesis by 
presenting an in-depth discussion of the key findings that have emerged from four 
key analytical categories developed from the descriptive picture in Section 5.2. 
Section 5.3 discusses the contributions for theory and research, Section 5.4 discusses 
the contributions for practice, Section 5.5 presents the limitations, Section 5.6 
discusses implications for future research, and Section 5.7 concludes the chapter and 
the thesis. 
5.2 DISCUSSION OF THE KEY FINDINGS 
The developments of analytical categories built from the descriptive categories 
were shown in Table 4.4 in Chapter Four. The purpose of the analytical categories is 
to represent key findings that may inform future theory building in regard to 
consumers’ green consumption practices. These findings are discussed more 
comprehensively in this chapter. The categories are: Power and Meaning of Green 
Symbols, Scepticism of Credible Green Validity, Consciousness Driving Green 
Understandings, and Interpretations, Influences, and Motivations from Information 
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 Sources. The commonality that ties the participants together in these key findings is 
that the marketing aspect of green consumption sits on top of a cluster of related 
practices that are performed collectively to achieve a green objective. These insights 
provide an interpretation of the broader meaning of the research findings with 
regards to the research questions and underlying issues. As such, the findings further 
enhance the picture of the current understanding in the literature on green marketing 
and green consumption. Each analytical category is discussed in more detail below.     
Power and Meaning of Green Symbols                                                 
Power and Meaning of Green Symbols draws together the use of symbols as a 
powerful shorthand to represent something meaningful about the green product or 
service. As explained in the branding literature, previous research suggests that 
consumers do search for clues as to the environmental credentials of products 
(Grimmer & Woolley, 2014; Phau & Ong, 2007; Pickett-Baker & Ozaki, 2008, Teisl 
et al., 2002). The findings in this study suggest that if consumers could actually 
clearly identify some consistent green symbols for the products, these would both 
clarify what the firm’s green credentials mean, and have more power to drive 
purchase behaviours. The findings indicate that there is some identification of 
images, such as the arrows from the recyclable symbol, trees, words such as ‘eco’, 
colours such as greens and earthy browns. Participants interpreted these symbols as 
having a green meaning. Though, interestingly, it was found that important green 
marketing communications, such as logos, have not been aptly associated in the 
participants’ minds. Therefore, the importance of the powerful meanings that 
symbols may have has not been fully recognised and utilised in green marketing. 
In addition to the dialogue regarding symbols, the findings indicate that green 
practice norms can be interpreted as a powerful green symbol in marketing. For 
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 example, the findings of this thesis show that the green practice norms regarding 
firms freely providing plastic shopping bags or alternatively charging or 
discouraging the use of plastic shopping bags, can affect a firm’s green credentials. 
Interaction between a consumer and green or non-green tangible elements is an 
important symbolisation because specific engagement with these objects are 
meaningful to consumers’ and can unfold into the undertaking of a green practice, 
such as encouraging green shopping practices. This key finding builds on the green 
consumption literature that concludes that the firm with a better environmental image 
(e.g., Lee et al., 2012; Zacharia et al., 2009) will have a better market performance 
(Thomas & Suhong, 2014) and this can lead to a competitive advantage (Chen & 
Chang, 2013; Darnell et al., 2008). It is evident in the findings that participants 
showed a willingness to challenge old non-green shopping practices, which may 
indicate the importance of the humble plastic shopping bag and its symbolism in the 
participants’ interpretations of firms’ green credentials. 
Moreover, the findings drawn from the additional emergent themes indicate 
that symbols, such as the certification of green services, assist with motivating 
participants to recognise and prompt them to respond to practices such as green 
relaxation services. In other words, green certification symbols are important, as they 
encourage participants to engage in green relaxation practices. To this end, the self-
image literature concludes that the importance of one’s self-image can be considered 
in terms of a projection of a good image of oneself to others (Tsarenko et al., 2013). 
The inclusion of these types of practices in an individual’s learned mental routines 
may not only help to project a good image, it could prompt individuals to move to a 
more holistic approach to their green consumption in their everyday lives. Through 
this approach, an individual could be more motivated to engage in the green 
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 consumption of products throughout different areas of their life in order to further 
represent their green self-image. 
Scepticism of Credible Green Validity 
Scepticism of Credible Green Validity draws together how participants 
interpreted green marketing communication messages with feelings of morally 
superior emotional reasons to purchase green products, other than the practical use of 
the product. As discussed earlier, a green certification assists with motivating 
participants to recognise and prompt them to respond to practices. However, the 
second key finding is that some participants’ interpretation of green marketing 
communication messages was that of scepticism, indicating that they were somewhat 
emotionally conflicted about their green purchases and unsure if they were “doing 
the right thing” or if they were being deceived by buzzwords. It is important for 
consumers to be able to differentiate those firms with sound credentials from those 
that are simply greenwashing. Such conflicts in participants’ interpretations present 
negative meanings for how firms are communicating with their target markets 
regarding the green credentials of their products. As such, this could potentially 
impact on consumers’ reasons not to engage in green practices, through their 
decisions not to use green products. 
Moreover, one area where consumers look for some key indicators as to the 
products greenness and/or the firms’ green credentials is labels. Labels are applied to 
nearly every product boasting any number of benefits and consumers attempt to 
decipher their meaning in their everyday shopping practices. Labelling is an 
important part of both marketing communications and government regulations. It 
was found that the participants’ interpretation of green marketing communication 
messages in the form of labelling was an important method of information. This 
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 information gives the consumer reasons as to what the product is for, reasons to use 
the product, and ultimately reasons to engage in green practices through the use of 
the products. This finding builds on the branding literature that concludes that 
consumers search for clues as to the environmentalism of product ranges: whether 
the company has an environmental corporate image, the information on labels, 
packaging choices, and post-consumption options such as recycling (Grimmer & 
Woolley, 2014; Phau & Ong, 2007; Pickett-Baker & Ozaki, 2008, Teisl et al., 2002). 
However, this research found that participants spoke not only of the difficulty in 
making sense of the information contained in the labelling, they also discussed their 
scepticism about a product’s environmental claims presented in the labelling. 
Taking into account the above, it was found that some participants concerns 
and scepticism continued to influence the knowledge they had about why firms stress 
their green credentials. Participants’ understandings were that firms claim to be green 
because it makes the firm appear in a favourable light to gain market share. 
Participants questioned firms’ motives as they drew on their own knowledge as to 
what is acceptable or appropriate for a firm to claim that they are green. This finding 
builds on the green consumption literature that concludes that consumers’ 
perceptions of the overall image of a firm plays a crucial role in the consumers 
buying behaviours (Chen & Tsai, 2007; Lyn et al., 2007; Ryu et al., 2007) and firms 
are missing green marketing opportunities because the consumer is unaware that the 
firm may be environmentally conscious (Chan, 2014). Participants were interpreting 
marketing communications with scepticism and perceived that firms were aiming to 
purely create an image of green and they questioned the integrity of the firms’ green 
image. 
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 It is important to note that this scepticism was also connected to participant’s 
expectations of green products, as it is often hurt by the perception that such products 
do not really deliver on their environmental promises. There is limited discussion in 
the literature on consumers that like the idea of a green ideology and yet it is not 
completely embedded in their belief system. Therefore, they tend to have mixed 
green and non-green behaviours throughout their day for different reasons, such as 
their scepticism that the products will meet their needs. The green marketing 
literature does discuss the lack of green marketing success due to compromises in 
performance quality for green products, combined with their limited availability and 
higher prices (Gupta and Ogden 2009; Moisander 2007). However, interestingly, the 
literature does not put forward a discussion about mixed green consumption 
behaviours. It does discuss what happens, but not how it happens through consumers 
everyday behaviours.  
In addition, it is important to include a discussion of the participants’ 
interpretations of the government’s involvement in the preservation of the 
environment, as this was raised a number of times, and there is limited dialogue in 
the literature regarding government programs and consumers’ scepticism. The 
Australian government suggests that they aim to improve environmental 
management procedures and their plans for a cleaner environment are central to their 
vision. However, participants were not aware of the government’s vision. 
Participants believed that governments had the power to initiate programs to assist 
consumers to be greener, yet they were sceptical that governments were going to 
implement these types of green programs. 
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 Consciousness Driving Green Understandings 
Consciousness Driving Green Understandings draws together findings related 
to participants’ consciousness that provides the individual with the ability to 
perceive, to feel, or to be aware of objects, thoughts and/or emotions. The third key 
finding is that the level of consciousness is driving an individual’s green 
understanding and through this understanding they possess a mental comprehension 
of their green consumption efforts. What is interesting about this research finding, 
and which is limited in the literature, is that participant’s embedded green social 
practice norms seemed to be the most prevalent in raising their consciousness of 
green consumption. This key finding builds on the beliefs literature that suggests that 
by increasing awareness and knowledge of environmental factors, individuals may 
associate their actions with environmental benefits, thereby increasing their own 
attitudes and reinforcing new social norms (Anastasios & Anastasios, 2014; Cowan 
& Kinley, 2014; Han et al., 2011; Han & Kim, 2010; Hong-Youl & Sinder, 2012). 
Moreover, some participants discussed that their motivation to purchase green 
products was derived from a green marketing push strategy and suggested that their 
knowledge of green products was formed through the awareness raised by green 
marketing. Whereas, other participants suggested that prior knowledge of/and the 
desire to be green was the motivating factor to purchase green products and the pull 
marketing strategy was most effective. 
It was found that participants suggested that their awareness and understanding 
of their green consumption efforts were well developed prior to what is thought to be 
current trends. Childhood memories can be powerful things, and often it’s the 
simplest things that trigger them. Participants became reminiscent of their past 
behaviours and within this research they reflected on how their thoughts about being 
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 green have changed over the years. What is interesting about this discussion is that 
older participants may have felt that they already had a heightened awareness about 
being green through learned green mental routines from many years ago when they 
younger. However, they also felt that this strong foundation of awareness had 
continued to grow through the green practices that they now liked to engage in. 
Moreover, participants felt that they had positively impacted on the level of 
awareness and understanding of green consumption their children have by engaging 
them in green practices. This interesting finding may indicate that influences in green 
behaviours may be generational, in that variations in behaviour through awareness 
and understanding will occur over a period of time.  
Adding to this exchange of ideas is an inclusion of the awareness of green 
mobile marketing (mMarketing), which has quickly become one of the most integral 
parts of the marketing mix landscape in response to changing consumer needs. 
However, it was found that participants repeatedly reported that they were not aware 
of any green Apps. There are more than 1 million Apps available to download, yet 
awareness of any Apps to help consumers to be green was low. It was found that the 
pursuit of raised awareness and understanding of green Apps is important, as the 
social practice literature concludes that interaction between the consumer and a 
product or service is important, since engagement of a product or service unfolds into 
the emergent doing of a practice (Hargraves, 2011); therefore, limited interaction 
may lessen likelihood of consumption. While the use of a green App would not be a 
tangible interaction, it would be virtual interaction that may in turn drive tangible 
interactions when the occasion arises.  
In addition, the green consumer literature suggests that green consumers 
demonstrate an interest in product characteristics, such as recyclability and chemical 
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 content, organic ingredients, energy efficiency, or biodegradable packaging 
(Leonidou et al., 2010). A key finding shows that many of the participants 
interpreted their green consumption in terms of processes that performed in their 
everyday lives. In particular they considered their recycling behaviours and reducing 
household waste as the primary way they engaged in green consumption. Participants 
recycling behaviours aimed to change waste materials into new products to prevent 
waste of potentially useful materials, reduce the consumption of fresh raw materials, 
reduce energy usage, air and water pollution, and lower greenhouse gas emissions. 
The marketing aspect of green consumption seems to sit on top of a cluster of 
practices in terms of an environmental sense. This appears to be a foundation for 
practices and beliefs for green products and services. Participants focused their green 
consumption behaviours on their level of consciousness and understanding for 
environmentally friendly practices aligned with the preservation of the environment, 
such as recycling. 
Interpretations, Influences, and Motivations from Information Sources 
Interpretations, Influences, and Motivations from Information Sources draws 
together findings related to messages from multiple information sources that are 
factors in influencing and motivating the ways in which participants interpret and 
integrate this information. The literature presents green consumption as an 
environmentally concerned consumer who characteristically takes into account the 
public consequences of his or her private consumption behaviour and attempts to use 
his or her purchasing power to bring about change (Henion & Kinnear, 1976; 
Moisander, 2007). However, the fourth key finding provides new insights to previous 
conceptualisations, in that participants were having difficulty in performing 
consistent green consumption behaviour because they were unclear as to what green 
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 consumption is. This indicates that there may be limited or confusing information 
attempting to inform consumers how to engage in and perform green consumptions 
behaviours. This links to the earlier discussion on the importance of green 
certifications as a way to move forward. 
Participants had difficulty in distinguishing which products were green. They 
reported that they were at the store with the intention and desire to purchase a green 
product, however, they found that due to limited comprehension and information as 
to which products to actually purchase, they were discouraged. Participants had to 
conduct some research to gain some knowledge before they actually purchased green 
products and indicated that conducting the research was time consuming. They were 
willing to purchase green products but were not reflecting this willingness in their 
shopping behaviours due to barriers of limited comprehension of the information 
provided on the product label and high cognitive demand for the research needed 
prior to the shopping trip, which may lead to choosing non-green alternatives. The 
above findings build on the branding literature that concludes that effective branding 
for environmentally friendly products could influence and convert passive green 
consumers who are willing to purchase pro-environmental products and services to 
greener consumption (Bose & Luo, 2011; Kim et al., 2013; Hartmann et al., 2005; 
Phau & Ong, 2007; Pickett-Baker & Ozaki, 2008; Teisl et al., 2002). The literature 
suggests that green branding may ease the burden of consumers having to interpret 
information; however, this research also found that participants could not bring to 
mind any green brands in the green marketing communications, which indicates that 
the green options are not in their evoked set.  
Some participants interpreted green consumption in terms of their motivations 
to shop at their local supplier to purchase products, such as fruit and vegetables, even 
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 though there may be no factual evidence suggesting that suppliers were from the 
local area or supplied organic goods. They felt that local suppliers were green 
because of the lack of logistics needed to sources the products, e.g. food, miles. 
Participants gave meaning to the fact that transportation of goods is believed to 
contribute the degradation of the environment; therefore, they placed a value on that 
interpretation, which in turn affected their motivation for green consumption. 
Moreover, participants were experiencing learned mental routines, such as the halo 
effect, in their motivation to purchase green products. They displayed cognitive 
positive and negative biases of their overall impression and knowledge of green 
products across aspects of the 4P’s marketing mix framework. Participants discussed 
organic and eco products as important aspects of the tangible elements that they 
identified as being green. They indicated that the higher price of green products was 
a motivator to purchase, as it indicated quality and being good for their health. 
Therefore, for some participants there was a trade-off between the price and benefits 
received. Participants preferred direct distribution channels, as they suggested that 
they were engaging in/or desired a consumer experience. That experience may be 
convenience of place of purchase or an in-store green shopping experience.  
It was found that participants interpreted the introduction of green learning, 
such as environmental education into the school curriculum, as information sources 
that could assist with building a shared vision and sense of purpose, encourage role 
model behaviour, and practices individuals desire. They suggested that it helps to 
focus the younger generations to achieve environmental sustainability and the 
consumption of green products and services in the long term. It was found that social 
influences, such as the integration of green learning into schools, is an important 
factor in the influence of green knowledge and green consumption. Changes in 
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 cultural norms, such as green learning in schools, will have an impact on different 
generations throughout the family. This finding builds on the social influence 
literature that suggests that consumers are more inclined to engage in the 
consumption of green products and to adopt green practices due to the opinion of 
their reference group, such as family influences (Lee, 2008; Pickett-Baker & Ozaki, 
2008; Wahid et al., 2011). 
Moreover, participants proposed that their use of Facebook was a prominent 
factor regarding where they like to engage in interpersonal communications, and how 
they are influenced by social groups through their green virtual or electronic word of 
mouth recommendations. There is no doubt that the internet and social media have 
changed the way that information is shared, and this would seem to also apply to 
consumers’ purchases and use of green products and services. In this exchange of 
ideas participants discussed that they engaged in green electronic word of mouth 
(eWOM) and that social influences reflected their consumption of green products and 
services. However, it is evident from this research that this has not been used as a 
significant marketing tool, suggesting missed opportunities for social marketing and 
marketing activity. 
Some barriers that emerged are that participants are influenced by elements of 
the product life cycle and these are identified in the findings as being an important 
consideration in the classification of a product being green. Participants focused on 
the processes taken to produce the product, the actual product, and the package 
disposal once the product had been used. It was found that participants demanded 
greater transparency about the green products they purchase. Participants had to 
search for information regarding animal testing or harm to animal habitats, 
production process methods, or how the product might affect the environment. They 
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 would like to know what happens to the product in terms of its/or the package’s 
disposal once used. So they searched for information regarding re-use and disposal, 
recycled or biodegradable products that are considered green. Participants indicated 
that there was limited transparency in all elements of the product life cycle, this may 
suggest that firms’ are indeed not engaging in all elements and only use one or two 
of these elements to claim that their products are green. Alternatively, this may 
provide new insights, in that increased knowledge would influence consumers and 
motivate them to engage in the consumption of green products. 
In addition, it was found that there are green behaviours that participants would 
like to do but don’t. In one regard the findings are similar to the above discussion, in 
that the participants tended to see recycling efforts as part of their green consumption 
behaviours. However, this finding is different from above as it captures how 
participants see what they don’t do in terms of what are their normal and acceptable 
recycling behaviours in their everyday experiences and provide an explanation of 
their reasons as to why they feel that they are not performing green behaviours. This 
finding builds on the green consumer literature that concludes that it is difficult to 
predict consumer’s intention to perform a green behaviour (Cowan & Kinley, 2014; 
Han et al., 2011; Han & Kim, 2010; Hu et al., 2010). Problematically, anti-
environmental behaviours can become habitual, making influences in behaviour 
more difficult and preventing the adoption of pro-environmental behaviour. The 
decision to adopt pro-environmental behaviours, such as recycling, can be affected 
by the availability of appropriate infrastructure, facilities, and green options (Phipps 
et al., 2013). Even when green options are available, they can be difficult to make 
use of compared to traditional products. Participants demonstrated a propensity to be 
green, and yet there was a pretext not to perform green behaviours. Therefore, these 
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 findings demonstrate that if participants’ motivations are aligned with the 
preservation of the environment, there is a misalignment with participants’ 
interpretation of what green consumption behaviours are.  
In addition, elements that are introduced into participants work mental routines, 
such as the introduction of a scrap bucket by a staff member or recycling the 
shredded paper, as noted in Chapter Four, motivated them to engage in green work 
behaviours. The findings indicate that if green practices were consistently and 
proactively introduced in Australian workplaces, consumers might be more likely to 
become knowledgeable green consumption practitioners. This may motivate 
consumers to perform these green practices holistically, and in turn they may be 
more likely to purchase green products to service these practices.  
In summary, these analytical categories are based on the ordering of main ideas 
in relation to each other and use evidence from the various descriptive categories. 
The analytical categories draw together the broader meanings of the research 
findings. Power and Meaning of Green Symbols draws together the use of symbols 
as a powerful shorthand to represent something meaningful about the green product 
or service. However, the importance of the powerful meanings that symbols may 
have has not been fully recognised and utilised in green marketing. Scepticism of 
Credible Green Validity draws together how individuals interpret green marketing 
with feelings of a morally superior emotional reason to purchase green products 
other than the practical use of the product. However, interpretations of green 
marketing are that of scepticism, indicating that individuals are somewhat 
emotionally conflicted about their green purchases. As such, this could potentially 
impact on reasons not to engage in green practices through decisions not to use the 
green products. Consciousness Driving Green Understandings draws together 
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 findings related to consciousness that provides the individual with the ability to 
perceive, to feel, or to be aware of objects, thoughts, and/or emotions. Individuals 
focus their green consumption behaviours on their level of consciousness and 
understanding for environmentally friendly practices, which are aligned with the 
preservation of the environment, such as recycling. Interpretations, Influences, and 
Motivations from Information Sources draws together messages from multiple 
information sources that are factors in influencing and motivating the ways in which 
individuals interpret and integrate this information. However, there may be limited or 
confusing information attempting to inform individuals how to engage in and 
perform green consumption behaviours. Finally, throughout these findings it is 
evident that practices are forming the footing as to whether individuals are going to 
purchase green goods or services. 
5.3 CONTRIBUTIONS FOR RESEARCH AND THEORY 
The research provides both methodological and theoretical contributions to 
current knowledge in the marketing discipline by examining the ways in which 
consumers’ identify green marketing and green consumption through their everyday 
behaviours. In so doing, the findings in the thesis address calls for further research 
into green marketing and the task of generating more green consumption behaviours 
(Hargreaves, 2011; Taylor, 2015).   
First, the research supports the ongoing need for qualitative research to provide 
rich insights into the relationships between consumer behaviour, green marketing, 
and green consumption. The literature review in Chapter 2 highlighted an over-
reliance on quantitative studies, with limited qualitative research across these topics. 
As qualitative research is a key way to advance theory regarding consumers 
perceptions and attitudes, taking this approach has highlighted important insights into 
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 otherwise hidden interactions (Birkinshaw, Brannen, & Tung, 2011; Shah & Corley, 
2006). As such, the findings provide rich insights into the often complex and 
dynamic interactions that consumers experience between green marketing and green 
consumption behaviour to lead to purchasing environmentally friendly products. 
The findings of this qualitative investigation of consumers’ experiences with 
green marketing and their own green consumption behaviour make four key 
contributions to the literature. First, the literature assumes that consumers know how 
to find and interpret clues about the environmental credentials of so called green 
products (Grimmer & Woolley, 2014; Phau & Ong, 2007; Pickett-Baker & Ozaki, 
2008; Teisl et al., 2002). However, the findings show that participants have trouble 
making sense of the information provided on the labels in relation to the product or 
firm’s green credentials. The findings further identified that important green 
marketing communications, such as branding and logos that signify green products 
have not been aptly associated in the participants’ minds. Taken together, the 
findings suggest that consumers need to make much more effort to determine 
whether their green purchases really are green, and this cognitive demand may 
impact their purchase decisions. Researchers should therefore pay more attention to 
ensuring their studies do not make assumptions about the consumers’ capacity to 
interpret this information or their knowledge about green information, these may 
have implications for the outcomes being studied.  
Second, it is evident from the findings that consumption behaviours related to 
green products do not occur in a vacuum. Instead they are intricately entwined in 
consumers’ everyday lives. Thus, while intentions to purchase green are evident, 
these can be subsumed owing to other pressures at the time of doing the weekly 
shop. Therefore, while quantitative surveys into green purchase behaviours can 
170 References 
 highlight the ideal self, the reality for many consumers when discussing their 
attempts at green purchases is more problematic, driven partially by the issue noted 
above, and also by cognitive trade-offs in relation to the quality or efficiency of the 
product in question, as well as financial constraints or availability. It is therefore 
argued that researchers should find ways to control for these complexities in order to 
more appropriately investigate consumers’ intentions towards green products.  
Third, it is evident from the thematic findings that social marketing and social 
media have not been used as significant green marketing tools to influence green 
behaviours. While marketing literature has embraced both social marketing and the 
value of social media in consumer behaviour more generally, there appears to be 
very limited application in green marketing per se.  
Finally, the research contributes to the literature through the additional themes 
arising from the interviews. These themes reflect a range of other underlying green 
behaviours, such as purchasing from farmers markets, actively trying to reduce food 
miles, recycling at home and at work, or seeking out eco-certified businesses that 
suggest that purely focusing on green purchasing or generalised green consumption 
behaviours, is probably the tip of consumers’ more complex perceptions and 
attitudes towards being green.  
Taken together the contributions to the literature noted above support the need 
for researchers to consider moving beyond the attitudinal models that suggest green 
behaviour is based on cognitive and affective processes that can be easily measured 
and reflect a linear progression to a positive intention (Hargreaves, 2011; Warde, 
2014). Therefore, by using qualitative methodology, the findings in this thesis 
contribute to research knowledge by providing rich insights that demonstrates the 
importance of understanding the underlying meanings of consumers’ green 
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 behaviours and consumption patterns in the complexities of everyday living. As 
such, these may have not been fully recognised and utilised in the green marketing 
literature.  
This research provides a further methodological contribution the theoretical 
understanding of consumer behaviour which currently has very limited application in 
the marketing literature. The study applies Shove and Pantzar’s (2005) social 
practice theory into the green consumption research literature, and contributes to 
building a stronger knowledge foundation in the marketing discipline. As discussed 
earlier in the thesis, the social practice theoretical framework comprises three 
elements to categorise practices: images (meanings and symbols), skills (forms of 
knowledge, procedures), and stuff (materials, technology). The use of this social 
practice theory in the qualitative research provides two key areas of value for 
researchers interested in green marketing and consumption behaviours. 
First, for qualitative researchers, social practice theory provides a theoretical 
framework that enhances ways of classifying consumers’ social practices evident in 
the emergent themes leading to a richer understanding of the complex and dynamic 
actions or mental processes that underpin the focal marketing topic of interest. What 
this analysis suggests is that if practices are (re)produced through their regular 
performance (Shove & Pantzar, 2005; Warde, 2005), it is precisely these subtle shifts 
in the elements of practice and in how are experienced by consumers that will prove 
central to their broader transformation. Such a conceptual shift reveals the often 
surprising links between seemingly unrelated practices, the surrounding images, 
skills and stuff central to such interventions, even if they are normally neglected in 
conventional accounts. Practice theory is complex, it is ambiguous because of its 
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 variety of theorists, and in many respects offers a view different to mainstream 
theoretical positions. 
Second, the findings in the research provide an example of this application. As, 
such, the thematic findings are construed as consumers’ mental and physical actions 
that reflect routinised types of behaviour incorporating a range of interconnected 
practice elements in everyday life. The application of social practice theory in this 
thesis therefore determines a range of practices arising from consumers’ engagment 
with firm’s green marketing and their influence on green consumption behaviour. 
How an application of social practice theory in qualitative research can 
contribute to knowledge is evident in the following ways. First, there is limited 
discussion in the literature regarding consumers who like the idea of a green 
ideology, but may not completely embed this in their belief system. As a result, there 
was evidence of practices relating to how consumers deal with this issue. Findings in 
the research showed that participants tended to have mixed green and non-green 
activities in their everyday lives for different reasons, which in themselves 
represented routinised practices that affected whether they would or would not 
purchase green. Interestingly, the current literature does not put forward a discussion 
about mixed green consumption behaviours. Second, what is interesting about this 
research, and is limited in the literature, is that participant’s embedded green social 
practice norms seemed to be the most prevalent in raising their consciousness of 
green consumption. Participants focused their green consumption behaviours on their 
level of consciousness and understanding for environmentally friendly practices 
aligned with the preservation of the environment, such a recycling. The value of 
taking a social practices approach to examining the topic area is that the sources of 
change behaviour lie in the development of the practices themselves and not in the 
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 decision making (such as that captured in the attitude-intentions models) 
(Hargreaves, 2011; Reckwitz, 2002; Shove & Pantzar, 2005). Therefore, by 
introducing social practice theory into the marketing discipline, this research 
contributes to knowledge, not only by discovering limitations in the literature, but 
also by presenting opportunities to build knowledge and to further green marketing 
and green consumption literature in a unique way.  
5.4 CONTRIBUTIONS FOR PRACTICE 
The results of this research have implications for assisting marketers in 
developing programs for green marketing to enhance green consumption. This 
research outlines further practical implications for marketing professionals. 
Discussed in this section is the opportunity that the certification of green symbols 
will create, the importance of the information in labels, the use of social media in 
green marketing, the opportunity to engage in school education programs, and the 
potential for an effective social marketing campaign to assist with influencing green 
consumption behaviours.  
Contributions to practice include the need to set industry standards for green 
symbols. This study has found that regardless of generation, consumers seek 
recognisable certifications and symbols to assist them with interpreting which 
products are green. If firms can create and accredit their green logos or symbols, 
consumers will be able to benefit from visually identifying their status through the 
use of the logo or symbol.  
Labelling is an important part of marketing communications. This study found 
that across all ages these consumers were attempting to seek information for products 
through product labels in their green shopping habits. This study confirms that there 
is an already open avenue where marketers are reaching consumers and can 
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 communicate with them. However, this study found that the messages they are 
sending may not be engaging and informing the consumer in a way that they can 
interpret.  
In terms of integrated marketing communications, this study found that there 
are opportunities for marketers to develop mobile marketing in the form of an 
interactive green App to engage consumers. This study found this App would be 
particularly successful if targeted towards the younger consumers. However, 
interestingly, this study found that the older consumers may be an emerging market 
with regard to App usage, and that there may be opportunities to engage with these 
consumers. Moreover, consumers are using social media to engage in social 
communications. The lines between more conventional marketing and digital 
marketing are blurring and this study found that electronic word of mouth has not 
been used as a significant marketing tool. The use of electronic word of mouth in 
green marketing would assist with enhancing the social influences that consumers are 
engaging in. 
With regards to educating consumers about being green, this study found that 
young consumers are the first to experience any sort of green practices taught at 
school and some are currently observing their children being encouraged to 
participate in green practices. This reflection may enable marketers to develop 
proactive campaigns with the view that future generations will engage in green 
practices and be influenced to purchase green products. There may be opportunities 
for firms to use their green marketing programs to become involved in school 
education, for example, sponsorship to assist with green resources or competitions 
that may educate students on how to be green. This is important, as this research 
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 found that influences in green behaviours may be generational, in that variations in 
behaviours will occur over a period of time.  
Consumers believe that governments have the power to initiate programs to 
assist consumers to be greener, yet they feel that this expectation is not being 
realised. This indicates that green government initiated social marketing programs to 
influence behaviours may be important for the consumption of green products and 
services. To establish a positive perception of green consumption for the consumers, 
this study found that the government could carry out an effective social marketing 
program, including exhibitions, trade shows, campaigns, conferences, and seminars 
to introduce the advantages and benefits of the green consumption. This study also 
found that a social marketing campaign would also benefit from the inclusion of an 
interactive green App to assist with influencing behaviours that would benefit 
individuals and communities for the greater social good of the preservation of the 
environment. 
Through this development, social practice theory could be used in the 
understanding and evaluation of much of the consumer-oriented policy using 
marketing campaigns and information dissemination to influence people to revise 
their non-green habits. 
5.5 LIMITATIONS 
Although this thesis contributes to green marketing and green consumption 
theory and practice, the research design contains inherent limitations. Limitations 
both directly relating to this research and generically to the methodological approach 
are discussed. 
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 Regarding the credibility of the findings, this study does not claim to represent 
the views of all consumers throughout South East Queensland; results from larger 
national and international studies might be different, wholly or in part. It is 
acknowledged that the views expressed were also subject to the researcher’s 
interpretation, pessimistic or unconventional views may have been suppressed. 
However, many of the findings are consistent with, or build on the literature; thus, 
adding weight to their credibility.  
It is important to reiterate that due to the nature of this qualitative research, 
these findings may not be generalisable to other contexts. These findings are relevant 
to the specific context of green marketing, green consumption, and the time the 
research was collected. The study in this thesis does, however, provide a unique 
insight and important contributions to current research. The analysis presented here 
does lean towards several ways in which social practice theory might be integrated 
through further empirical applications of this kind.  
5.6 FUTURE RESEARCH 
The research in this thesis provides several ideas for future research to inform 
and inspire research in green marketing and green consumption. Discussed in this 
section is the opportunity to replicate the research and the notion of different 
methodologies as ways of conducting qualitative research.   
The processes within this research were reported in detail in Chapter Three, 
thereby enabling a future researcher to repeat the work. Such in-depth coverage also 
allows the reader to assess the extent to which proper research practices were 
followed (Shenton, 2014). This enables readers of the research thesis to develop a 
thorough understanding of the methods and their effectiveness. 
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 This study used Shove and Pantzar’s (2005) social practice theory framework 
to reveal that the marketing aspect of green consumption sits on top of a cluster of 
related practices that are performed collectively to achieve individuals’ other green 
objectives. Consumers tend to blur the lines between consumption of green products 
and services and their everyday green practices. Therefore, other social practice 
theory frameworks, such as Warde’s (2005) inside/outside framework, could provide 
further interesting insights into this area of research. In terms of introducing other 
methodological ways to examine this area of consumption, firstly, researchers could 
apply Q-Methodology as a method to further understand consumers’ opinions. Q 
Methodology provides a sound method and research design to examine individuals’ 
subjective experiences and opinions and how their meanings are shared at a 
collective level (Barry & Proops, 2000). Q Methodology has been applied in 
marketing contexts, for example, to cluster consumers regarding their attachment to 
self-signifying possessions (Schultz Kleine, Kleine, & Allen, 1995), and how visitor 
experiences can be clustered to provide more focused approaches to tourism 
marketing (Fairweather & Swaffield, 2002). Andrews, Drennan and Russell-Bennett 
(2013) stated that “these studies demonstrate the applicability of Q Methodology to 
examine specific phenomenon where capturing and clustering individuals’ 
subjectivity is of increased importance” (p.362). Secondly, the results of this research 
may be integrated into a quantitative research design by using this qualitative 
research for survey design. This has two main benefits. First, the discovery of 
underlying factors that might be missed and second, this avoids the common mistake 
many researchers make of relying on their own intuition to create survey questions 
and the questions will be more focused (Collins, 2003). 
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 The insights in this study provided an analysis that broadens the picture of the 
current understanding in the literature of green marketing and green consumption. In 
doing so, when examining green consumption in future quantitative studies it is also 
important to examine the ideas of other green practices that underpin some of the 
psychographic variables tested. As this study utilised qualitative interview data, it 
aimed to provide a detailed description of consumers’ perceptions and attitudes. 
Therefore, its findings provide an informative framework for further quantitative 
research, which is recommended in order to validate and extend its findings. 
Additional qualitative research that takes the thematic analyses up towards theory 
building by developing analytical categories may assist to build conceptual models 
for future quantitative testing. Future studies that consider using quantitative methods 
will strengthen the theory integration presented in this thesis. Further research, both 
qualitative and quantitative, particularly the pursuit of more detailed studies in more 
settings, appears absolutely vital.  
5.7 CONCLUSION 
This thesis examined consumers’ perceptions and attitudes towards firms’ 
green marketing initiatives and how they influence green consumption. This study 
contributes to theory and practice in green marketing and green consumption, and 
argues that challenges are posed by issues of green consumption behavioural 
influences. If pro-environmental behaviours are to be achieved at the rate they are 
needed, conventional models of individual behaviour change may need to be 
abandoned. In their place, greater research attention should be paid to the complex 
task of generating more green consumption practices through green marketing, an 
effort this research has attempted to begin.  
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 Appendices 
APPENDIX A - Interview Question Guide 
 
Thank the participant for their time 
Thank you for agreeing to be interviewed. We are here today to discuss firms’ green 
initiatives and the marketing of green products and services. I will be asking about 
your perceptions and attitudes towards buying/consuming green products. There are 
no right or wrong answers to the questions we’ll discuss. I am simply interested in 
your opinions and experiences. If you feel that you don’t really engage in green 
initiatives, your opinions are just as important to me as people that are doing it as you 
will help me understand what deters people from being green. This is a totally 
confidential conversation and the information we record, your full-name and 
demographic information will be kept in confidence by the Queensland University of 
Technology. 
 
Process of the interview 
I expect the complete process to take approximately 45 minutes. I would like to 
record today’s session, because I will be transcribing this discussion for analysis 
purposes. As part of the University’s ethical clearance policies, I also require you to 
complete the form in front of you: 
A Participant Consent form; it is a recommendation of the university to complete 
this form. The document outlines that the research team will respect your 
confidentiality and that any information discussed here today will not be used to 
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 personally identify participants here today in any publications or conference 
discussions. 
 
Green Consumption 
Let’s start by talking about your thoughts and influences of Green Consumption 
1. What do you think of when you hear the words green consumption? 
a) Can you think of any examples? 
2. When you are shopping how can you tell if a product or service is green? 
a) Does that influence you to buy it? 
b) Do you think they are good quality? 
c) What are your thoughts when considering the alternatives? 
d) What would you expect to see, if a product or service claims to be green? 
d) How do you feel when buying the green products or services? 
e) How did you feel when you used the green products or services? 
3. How, if at all, have your thoughts and feelings about using or being green changed 
over the  
    years? 
a) Why did they change? 
4. In what ways do you feel that you are green in your everyday life? 
 a) Give me some examples 
b) What sorts of things is it that you do not do? 
c) Would you like to do more? 
d) What sorts of things do you feel would be achievable given your lifestyle 
and  
    commitments? 
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 5. Has anyone influenced your green consumption or routine? 
 a) When was that? 
b) Do you think that you influence others to be green? 
c) Why is this? 
6. Do you know of any Apps available that help you be green? 
 a) Tell me about them? 
 b) Have you used them? 
 c) How did they help you? 
7. What holds you back from doing more?   
 a) Is it time? 
b) Perhaps knowledge of what sorts of things you could do? 
8. Do you think one family can make a difference? 
 a) Would you do more if you felt that you made a big difference?   
Green Marketing 
Now let’s talk about your perceptions and attitudes about Green Marketing 
1. What do you think of when you hear the words green marketing? 
a) Can you think of any examples? 
b) Where did you see these? Traditional, online, social media, in store? 
c) How did the green marketing make you feel? inspired, annoyed, happy, 
worried. 
2. Do you think the green marketing is interesting or relevant to you? 
 a) Is it easy for you to tell which are the green products or services? 
 b) Does it tell you about the benefits of the green products or services? 
3. Did the marketing encourage you to buy the green product or service? 
 a) How did it influence you? 
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  b) Did the marketing influence your beliefs about green? 
4. What do you think marketers could have done better? 
5. Did you trust what they claimed? 
6. Tell me about your media habits, mostly TV, magazines, online advertising, in-
store 
    advertising, word of mouth? 
Firms’ Green Initiatives 
Finally, let’s talk about companies green initiatives  
1. What sorts of things do you think companies do to enable them to claim a product 
or 
    service as ‘green’? 
2. How do you feel about companies claims about their green products or services?  
a) Did it influence you in any way?  How? Why or why not? 
b) Do you feel confused about firms’ claims? 
3. Why do you think a firm would claim to be green?  
a)  If a company’s competitor is green, do you think that would influence 
them to 
     claim to be green?  
b) Do consumers influence firms to be green? 
Is there anything else that you would like to talk about before we finish? 
Thank you so for your participation, it is very much appreciated 
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 APPENDIX B - Code Book 
IMAGES (Meanings and Symbols) 
Coding Legend 
Shove and Panzar (2005) Positive or Negative Cohorts 
Assemblages of Images 
(meanings and symbols) 
 
Skills (forms of competence, 
procedures)  
 
Stuff (materials, technology) 
(positive) (General positive 
response) 
 
(negative) (General negative 
response) 
 
GEN Y(Generation Y) 
 
GEN X(Generation X) 
 
BABY BOOMER 
 
GREY MARKET 
 
SKILLS (Cognitive and Process) 
Coding Legend 
Shove and Panzar (2005) Positive or Negative Cohorts 
Assemblages of Images 
(meanings and symbols) 
 
Skills (forms of competence, 
procedures)  
 
Stuff (materials, technology) 
(positive) (General positive 
response) 
 
(negative) (General negative 
response) 
 
GEN Y(Generation Y) 
 
GEN X(Generation X) 
 
BABY BOOMER 
 
GREY MARKET 
 
STUFF (Materials and Technology) 
Coding Legend 
Shove and Panzar (2005) Positive or Negative Cohorts 
Assemblages of Images 
(meanings and symbols) 
 
Skills (forms of competence, 
procedures)  
 
Stuff (materials, technology) 
(positive) (General positive 
response) 
 
(negative) (General negative 
response) 
 
GEN Y(Generation Y) 
 
GEN X(Generation X) 
 
BABY BOOMER 
 
GREY MARKET 
 
EMERGENT THEMES 
Coding Legend 
Shove and Panzar (2005) Positive or Negative Cohorts 
Assemblages of Images 
(meanings and symbols) 
 
Skills (forms of competence, 
procedures)  
 
Stuff (materials, technology) 
(positive) (General positive 
response) 
 
(negative) (General negative 
response) 
 
GEN Y(Generation Y) 
 
GEN X(Generation X) 
 
BABY BOOMER 
 
GREY MARKET 
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 APPENDIX C - Interview Consent Form 
 
 
CONSENT FORM FOR QUT RESEARCH 
PROJECT                                   – Interview – 
Consumers’ perceptions and attitudes towards firms’ green marketing 
initiatives: How do they influence green consumption?                                                                                                                  
QUT Ethics Approval Number 1300000851 
RESEARCH TEAM CONTACTS 
Katrina Pleming 
k.pleming@qut.edu.au  
Dr Lynda Andrews 
l.andrews@qut.edu.au  
Dr Udo Gottlieb  
udo.gottlieb@qut.edu.au 
STATEMENT OF CONSENT 
By signing below, you are indicating that you: 
• Have read and understood the information document regarding this project. 
• Have had any questions answered to your satisfaction. 
• Understand that if you have any additional questions you can contact the research team. 
• Understand that you are free to withdraw at any time, without comment or penalty. 
• Understand that you can contact the Research Ethics Unit on 3138 5123 or email: 
ethicscontact@qut.edu.au if you have concerns about the ethical conduct of the project. 
• Understand that the project will include an audio recording. 
• Agree to participate in the project. 
Name  
Signature  
Date   
 
MEDIA RELEASE PROMOTIONS 
From time to time, we may like to promote our research to the general public through, for example, 
newspaper articles.  Would you be willing to be contacted by QUT Media and Communications for 
possible inclusion in such stories?  By ticking this box, it only means you are choosing to be contacted 
– you can still decide at the time not to be involved in any promotions. 
 Yes, you may contact me about inclusion in promotions. 
 No, I do not wish to be contacted about inclusion in promotions. 
Please return this sheet to the investigator. 
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